I e network that has everything! 




ITops in shows, stars, color! And in 
the rich market of 




Petersburg and Central Virginia 

the basic 
NBC-TV station is 



Ask your Forjoe man for the story! 



!M TINSLEY, President 



IRVING G. ABELOFF, Vice Pres. 



the south's first tv station 
is Richmond's only tv station] 





YOUR campaign in Virginia isn't complete 
unless you use BIG WTVR, "The Wide Area Station." 
From Richmond . . , Virginia's Capital City, WTVR IS COM- 
PLETELY DOMINATING WITH OR WITHOUT AN 
AERIAL, and you have the assurance your cam- 
paign is in the capable hands of a PIONEER TELE- 
CASTER WITH SKILL, KNOWLEDGE AND ABILITY, 
harked-up by a PROVEN SUCCESS FORMULA that 
assures AN ALWAYS QUALITY JOB. Don't 
be satisfied with less than the best . . . BUY BIG WTVR, 
"The South' s First Television Station." 




MAXIMUM POWE 
100,000 WATTS 

MAXIMUM HEIGH 
1049 FEET 

CHANNEL 6 J 
RICHMOND, VA. 
ABC & CBS 
INTERCONNECTED 




Clcason 
time switch? 



Marlboro sales 
hit new high 



Spot tv concept 
pushed by Ziv 



Who controls 
tv programing? 



Should buyers 
specialize? 



Upbeat in day 
tv programing 




Realignment of CBS TV's Saturday night schedule may come about 
Shortly. Reason: Perry Como ratings on NBC TV are beginning to ctitch 
up with Gleason on CBS tv. In past 3 weeks, Como not only topped 
CBS TV "Stage Show" (24.8 to 16.5 Trendex on 22 October), but ap- 
proached "Honeymooners" with his latest 21.5 for 8:30-9:00 p.m. 
against Gleason's 23.8. Como's average for the hour is 23.2 against 
CBS TV's 20.2. Kudner agency is urging switch of "Honeymooners" 
into 8:00-8:30 p.m. slot. 

-SR- 

Air media are pushing Philip Morris' new filter-tip, Marlboro, to 
new sales heights. PM's executive vice president, Joseph F. Cullman 
3rd, reports Marlboro is top filter seller in important metropolitan 
New York market. More than half of Marlboro's ad money goes to 
air media. (See "Fastest-growing filter tip," SPONSOR, 25 July 1955.) 
Cullman also predicted that slide in cigarette sales will be reversed 
for year with 3% rise in cigarette consumption. 

-SR- 

Some hot tv sales battles on network-vs. -spot level are in wind. Ziv 
Tv has appointed free-wheeling sales development representative, 
Bernard Musnik, to serenade agencies for national accounts on value 
of spot as opposed ton network. Appointment is part of Ziv campaign 
to up proportion of multi-market buys. Recent Ziv analysis showed 
62% of dollar volume of Ziv tv sales come from single-station buys. 

-SR- 

Though networks are far more active in creating and acquiring control 
of television programing than in years past, almost half shows on 
air now are "outside" packages. (For breakdown on who controls net- 
work tv shows see article this issue page 38. ) 

-SR- 

Sentiment is growing among some reps that growing complexities of 
radio and tv require more specialization among timebuyers. These 
reps feel that radio and tv should be split between different 
timebuyers, as is often case on the selling end. Buyers themselves 
prefer retaining broad view of ad campaigns by handling both media, 
though many complain of extra problem created by having to see 
separate radio and tv reps. 

-SR- 

Trend to bringing nighttime qaulity to daytime tv programing is ad- 
vanced by premiere of NBC TV's "Matinee Theater" today (31 October). 
Trend has been given fillip by growing local sales of syndicated shows 
previously scheduled on nighttime network tv. However, in contrast 
to these shows, new NBC one-hour strip will be live. Series starts 
with show titled, appropriately, "Beginning Now," is one of nearl y 
120 scripts on hand for series. At presstime "Matinee Theater" 
sponsors included P&G, Motorola, Alcoa, Bab-0. Each hour has 8 
90-second positions for sale. 
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Itll'OHT TO SPOiVSOKS for 31 October 1955 

Mood commerces Extent to which radio audience remembers specific sales points in 
work: Schwerin commercials has long been important measure of sales effectiveness. 

But warning against over-emphasizing number of ideas remembered has 
come from Horace Schwerin, president, Schwerin Research Corp. He told 
4-A's Eastern conference that "mood" commercials can be effective 
even though audience cannot remember much about commercial itself". 
Schwerin also told admen first returns from tests of British tv com- 
mercials show trying too hard not to offend public is just as bad as 
over-selling. "Only approach that definitely will not work," he said, 
"is apologizing for your brand or feeling that it offers nothing.*"' 

-SR- 

Kintner to talk Air media's contribution to creative marekting will be outlined to, 
to ANA members top national advertisers (1 November) by ABC President Robert E. 

Kintner. He will speak at ANA's 46th annual meeting, being held in 
New York City today, tomorrow and Wednesday as member of panel of 
media leaders. ANA members will De entertained by program arranged 
by CBS and will be able to see tv through courtesy of NBC, which 
installed receivers at fashionable Plaza Hotel. 

-SR- 

More spot radio Boerst publishes spot radio use based on information from ad agen- 
facts in offing cies. He told SPONSOR that, within past two months, he's added 15 
agencies to his list of 47. Three ad shops — Hicks & Greist, Ross 
Roy, Silton Bros. — were in September "Report." Others are The Buchen 
Co. , D-F-S, W. B. Doner, Doyle Dane Bernbach, Hepworth Advertising., 
K&E, Dan B. Miner, SherWin Robert Rodgers, U.S. Advertising Corp.j 
Wesley Associates. Boerst said 30 more agencies are interested, 
in giving data. 

-SR- 

De-intermixture Though FCC's expected denial of de-intermixture petitions in 4 mar- 
feared dead kets is not, according to FCC spokesman, indication of policy, pro-uhf 
quarters fear de-intermixture will never get real test. One reason 
for fear is FCC's increasing interest in getting more vnf spectrum 
space from government-military. Office of Defense Mobilization has 
agreed to discuss this question with FCC shortly. FCC spokesman sug- 
gested that if "substantial" number of vhf channels can be acquired 
this way, Commission may seriously consider all-vhf service* If not 
enough new "v's" can thus be 'acquired, then FCC will have to keep 
"u's," said spokesman. Uhf sources point out that new "v" channels 
will require converters^ — like uhf — thus provides no immediate solution 

-SR- 

Say FCC bows Behind-scenes talk by pro-uhf sources is that FCC shows no inclina- 
to pressure tion to fight pressures seeking status quo. Feeling is that certain 
interests have been promised support by politicians for vhf applica- 
tions in mixed markets so that FCC is afraid to upset things by de- 
intermixing same to all-uhf status. FCC is also criticized for per- j 
mitting unused vhf educational channels to lie fallow. 

-SR- 

More tv sets While Puerto Rico's tv saturation does not sound high, there are more 
than telephones video sets on island than telephones. Jose Ramon Quinones, president, | 
WAPA-TV, San Juan, points out there are 91,559 sets, against 48,000 j 
phones. Set figure does not include those brought in by armed forces.. ' 



(Sponsor Reports continues page 1411) 
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Channel 8 M u I t i • C i t y Market 

WGAL-TV 

LANCASTER, PENN A. NBC and CBS 



Just as a fingerprint is distinctive 
for its individuality, the WGAL-TV 
Channel 8 market is distinctive for 
the unique advertising opportunities 
it offers you. It is a multi-city 
market — stable and diversified. It 
is a market of 3^ million people 
who have 912,950 TV sets and spend 
$5'/ 2 BILLION each year. 

STEINMAN STATION 
Clair McCollough, Pres. 

(taprtstntat'vti: 

MEEKER TV, INC. 



New York 
Chicago 



Los Angeles 
Son Francisco 




316,000 WATTS 



31 OCTOBER 1955 
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ARTICLES 



DEPARTMENTS 



Wlii/ today's timcbuyer should have two hcatls 

One head isn't always enough for the headaches — and expanding responsi- 
bilities in satisfying both client and station needs 

"Man, oil Manischewitz^ — ivhat « spot campaign 

Of $2,000,000-plus advertising budget last season Monarch Wine Co. put 
nearly 100% into intensive spot radio-television in continuing campaign to 
sell kosher brand to minority groups via saturation announcements 

Electron ion in; lioic fast? how much? how yood? 

Du Mont's tv-film camera is being tried by a wide variety of both program 
and commercial producers. Its claim of economy looks good 

The great tlehate on net show control 

Here are the issues being argued behind the scenes by admen, packagers 
and the television networks as to who should hold the strings on programing 

Top ratlio cttmmercials of 1955 

Winners in Radio Advertising Bureau poll of admen include four jingles, four 
spoken messages but none use hard-sell, brand-repetition techniques 

"There's room for everybody" 

Veteran broadcaster George Burbach, general manager, KSD, KSD-TV, St. Louis, 
says "amen" to SPONSOR editorial on network vs. spot competition for 
advertising dollars 

4TII ANNUAL FARM SECTION — starts paye 

1. Are admen provincial about farm railio-tv? 

Madison Avenue takes ivory tower approach to farm air media, say experts. 
Pew nationally advertised consumer products take full advantage of their 
impact and selectivity 

2. A buyer and a seller look at farm air media 

Veteran agency account supervisor gives, in recorded interview, views based 
on long experience buying farm radio-tv. On the other side of fence the 
farm director of well-known rep reflects outlook of those who sell these media 

3. Whi/ farm director sells more per ad dollar 

High radio saturation, growing number of farm tv homes assure circulation, 
and confidence of audiences in RFD's build sales via air media 

4. Farm radio-tv results 

Capsuled case histories show sales ability and actual accomplishments of radio 
and television beamed to prosperous U.S. farm families 

5. Farm radio-tv stations — farm tv penetration 

Listings in this section include cross-section of farm stations and number of 
farm hours they program; also a 26-state breakdown of tv ownership on farms 



COMING 



Atlvertisiny headaches: part two 

Second in SPONSOR series on the headaches of admen takes up problems of 

account executives. Series will also cover ad managers, station reps 14 iSoV, 

Timebuyers of U.S. 

Complete in one section, the city-by-city rundown listing names of timebuyers 

with their accounts, agency address, phone number J J Not? 
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>T0 TRACK) 



KTHS 



(LITTLE ROCK) 



PAYS OFF IN 



Cash 



TOO! 



When you pick up the check for time on 50,000-watt 
KTHS, you're buying coverage of a lot more 
than Metropolitan Little Rock. 

"KTHS pays off — in Cash (Ark.), for example. This 
little Craighead County town isn't much of 
a market in itself. But combined with hun- 
dreds of other hamlets, towns and cities, it 
helps account for KTHS's interference-free 
daytime coverage of more than 3,370,000 
people! 

In Arkansas, use the BIG radio value — KTHS, Basic 
CBS in Little Rock. 



IfTlJC 50,000 Watts 
IV I CBS Radio 

3FDADCASTING FROM 

UHTLE ROCK; ARKANSAS 

Represented by The Branhdm Co. 

*"Jr Same Management as KWKH, Shreveport 

Henry Clay, Executive Vice President 
B G. Robertson, General Manager 




Thf Stltion KTHS daytim« primary (03HV M) »r.» 
h»» a population of 1,002,758 pwolf. *i »hom nrr 
IPO.000 do not ractivt primary daytlmf ftnict from 
• ny ottifr radio »tation . . . Our lntfrt»r»n»f -fr»» 
daytimo cov*raao arta hit a population of 3.372,4JJ. 



CASE HISTORY-AUTOMOBILES 




ALL DAY is 

Automotive Traffic Time 
in Southern California 

Here's proof .... the K-BIG success story of 
Avalon Motors, Buick Dealer in Wilmington, 
California, as told by Jack Frost of Hunter- 
Willhite & DeSantis Advertising Agency. 

"We can show a positive increase in volume 
of new Buicks sold at Avalon Motors; from 30 
cars per month to 60 cars per month, in a 
period of approximately eight weeks. We 
and the dealer are very pleased, inasmuch as 
KBIG produced this 100% increase with a 
KBIG budget of only $1,200 per month, (100 
spots). No other radio station was used, and 

the spots were placed with only small regard 
for strict automotive hours ." 

And the buyers came from the mountains, 
deserts, orange belt as well as Los Angeles 
and San Diego. 

"Well, that's it . , . another smash success for 
KBIG. . ." 

In Southern California, you are "IN" when 
you are "ON" KBIG. 

For more proof of KBIG successes, ask your 
KBIG representative or Robert Meeker man. 




JOHN POOLE BROADCASTING CO. 

6540 Sunset Blvd., Hollywood 28, Colifornia 
Telephone: Hollywood 3-3205 

Not. Rep. Robert Meeker & Assoc. Inc. 





Poiiolrf E. Leonard, Marschalk & Pratt Divi- 
sion of M cCann-Erickson, New York, feels that his 
job of working with the stations and reps is made 
easier and smoother by an instruction booklet which 
\I&P sends out to stations carrying the Esso Re- 
porter. "These booklets include the home phone 
numbers of five people at the agency," Don explains, 
"and we ask agencies under all conditions of pre- 
emption, delay or catastrophe to let someone at 
the agency know before they do anything. Only in 
the case of catastrophe, e.g. a local fire, do we feel 
they should use their own judgment about pre- 
empting our commercial time if they can't reach 
us. By the same token, we try to ivork hand-in-hand 
with the reps. For example, we send them carbons of 
all station correspondence with their own stations. 
It's amazing how well our system works for us." 



Marjorie SvaiHan. Kudner, New York, says 
that most of the reps she sees make their presenta- 
tions in a compact, easy-to-read format. "A few 
would be more helpful if they would submit the 
information typed up," she says. "I'm miserable 
at deciphering handwritings. Also, there is a lot 
of information about local programing that could be 
helpful. F d love it if they'd supply a standard form 
giving an outline of the show, time, rating infor- 
mation, etc." At the moment, what with DST- 
affected time differentials, her main problem is one 
of pre-emptions and make-goods. "We find that big- 
city stations are generally more interested in letting 
us know ahead of time about pre-emptions. I work 
on network clearances, in addition to local pro- 
graming, and it's very important because of 
dealer promotions to know about pre-empts" 



Thomas O'Donnell, Piatt, Zachary & Sutton, 
New York, soys the reps should "give us 'dope 
sheets' on shows, especially in tv. When they come 
in to see us, they could leave such dope sheets 
instead of taking our time telling us about show 
contents which we then have to take notes on if 
we're not to forget the stuff." He adds that it's 
very important for him to know the personality 
of a show, format and audience composition before 
buying a participation. "Here's where the tv reps 
could do a real selling job, but I guess some of 
them feel they don't have to. We find that the 
tv reps have a tendency to try to sell their station 
and then fit the program they offer to the budget 
available. In that way we might end up with a 
kid show to sell food products on the theory that 
the kids will pressure mama into a buy." 
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Of all the food merchandising programs in Philadelphia . . . 






PAT f ND JACK SHOW 





Every major station in Philadelphia has a food mer- 
chandising program. According to Pulse*, the WPEN 
entry — The Pat & Jack Show — leads all the rest, 
including the 50,000 watt "giants" of the networks. 

The cost per participation in The Pat & Jack Show is 
lower than any of the other food merchandising pro- 
grams. Again, WPEN delivers the highest rating and 
the lowest cost per thousand. 

Furthermore, there is a GUARANTEED merchandising 
program throughout the Penn Fruit Company chain of 
supermarkets available to all participants at no 
extra charge. 



PAT AND JACK 

Monday thru Saturday 
9:05 - 10.00 A M. 




Represented Nationally by GiJI-Pe/na, Inc. 



* Pulse July- August '55 




Philadelphia 
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KPRC-TV 



NIGHTTIME QUARTER-HOUR FIRSTS* 



The overwhelming dominance of 
KPRC-TV in the Houston Gulf Coast 
area has been conclusively proved 
again. Latest ARB gives KPRC-TV 
a gusher of quarter-hour firsts that 
would put old "Spindletop" to shame. 

Whether you are just now "spud- 
ding in" in the Houston market or 
reworking an old producer, you'll get 
bigger and better sales results by going 
with KPRC-TV . . . the one station that 
really reaches the Houston Market. 

KPRC-TV 



CHANNEL 




HOUSTON 



JACK HARRIS Vice President and General Manager 

Nationally Represented by 
EDWARD PETRY & CO. 
*ARB-July 1955 




8 



SPONSOR 




by Bob Foreman 

Tv can carry the bciff for established products, too 

Many advertisers have had startling (and gratifying) ex- 
perience with television in the marketing of a new product. 
From Saran Wrap to pink light hulhs and back again, stories 
have been bruited about by word of mouth and published in 
the trade attesting to the fabulous sales potency of tv. Some 
of these case histories are nothing short of sensational: how. 
for example, a single announcement on the Big New Quiz in 
the medium moved traceablv more product than months of 
spending in other media and in other forms of broadcasting. 

It all sounds nice unless you take into account that one 
research organization has noted these signs of success and 
then made the statement that television is great only for the 
introductory phase of a product, but costly and ineffectual for 
products that have been around. A pox on this outfit! 

Obviously, a medium as new as tv imbues new products 
with the appeal of novelty, a big advantage. Obviouslv, it 
offers facilities for selling that no other medium does (I re- 
fer, of course, to its much discussed combination of sight, 
sound, motion and personalitv) . Natnrallv, such a medium 
is ideal to make people quickly and forcibly aware of some- 
thing new. Naturally, if this neiv product contains advantages 
that fulfill a basic need or can whet appetites to create a need, 
that product's exposure on television should be sensational. 
But tv can perform well for products that are well past the 
introductory stage. 

(Please turn to page 62) 





Why tv remains effective for older products 



1. Tv adds excitement, neivsiness, immediacy to many familiar 
products assumed to be around too long to profit economically 
from what the medium has to offer. 

2. Trouble is, the very age of the product makes copywriters 
take it too much for granted. Anything sold today can be 
made refreshingly new by television. 

3. Public often remains interested in a product longer than 
advertising people realize. By using tv's facilities to exploit 
new selling angles, old products can still sell well. 




FOLKS 
ARE 



oum-Go 





0 IN 
THE 



BIUION- 



lit' 



San Diego 



MARKET 



You've gat 

to catch 'em 
to sell 'em . . . 
but 

wherever 
they're going, 
KSDO 

RADIO 

goes 

right 
along 

with 'em! 



Mare radios are tuned more to 
MUSIC, NEWS & SPORTS ON 
KSDO RADIO in the San Diega 
Market than to any ather sta- 
tion? Get your clients an-the-ga 
in Billion-Dollar San Diega on 
KSDO! 



1 130 KC 
5000 Worn 



KSDO 

San Diega 





LOWEST COST PER THOUSA'.D' 

Repreiented by 

John E Peorsoi Co — New York, 
Chicogo, Doltoi. Minneopol i 

Dorcn McGovren Son fronc'sco 

Wolt LoVe — Lot Angelei 

Hugh felhi & Aisoc — Seottle 

H. Ouentin Co* & Asjoc — Porllond 



31 OCTOBER 1955 
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CfA T«MriM pnamli Ota pmiwn tonifSt of ±n 
•dull mad pren M ilw druutu Mia* of Ui* old VfW» 

GUNSMOKE 

ttjirrlng James Arne«» 

l(uM by cnlta u It— "High Noon " «f brudosllnc 
■turn 11 Aral nftUd nillloai on rvdM, you *n otrUio 
to br caught Bp U) th» Uwiwi whu-h hanf* «W • 
•uo^sked froaUvr community, and to applaud • m 
■Ur on uJwutis. Tonight at IO, channel 3 




"CBS would appear to 
have a winner" 

JACK GOULD, NEW YORK TIMES 

"Got off to a fine start" 

N.V. JOURNAL AMERICAN 

"Top notch quality. . . 
superb photography, 
realism and pacing. . 

ST. LOUIS GLOBE DEMOCRAT 

"Will outdraw its 
Western competition" 



rf 




NAVY LOG 



"The best (of the new 

candidates). . ." TIME MAGAZINE 

"Loaded with suspense, 
full of realism, 

authentic. . ." N.Y. HERALD TRIBUNE 



N.Y. DAILY NEWS 



rC*0 STAB JUBILE^ JXJDY 

GARLAND 

, DAVID 
* WAYNE 



iumphant production" 



NEW YORK TIME!< 



ere's never been 
ything like the one 
man show staged 
Judy Garland . . . 
r CBS . . , pure magic. 
S had the best 
ctucular to date" 

r VAN JIORNE. N.Y.WORLD-TELECRAM 

ill go down as 
other triumph ... an 
ur-and-a-half of 
cellent televiewing" 

RADIO DAILY 

tie proved herself 
great a performer on 
vision as in the 
vies and on the stage" 

BEN GROSS. N.Y. DAILY NEWS 




Rousing entertainment 

. . . first rate . . ." NEW YORK TIMES 

"The answer to those 
who have been crying 
for entertaining 
quality shows for 
youngsters ... of 
interest to old and 

young alike" N.Y. DAILY NTtws 



AS ADVERTISED 

The excitement of the critics over the new 
CBS Television programs was matched by the 
enthusiasm of the audience. (More people, 
for example, watched the first "Ford Star 
Jubilee" than any other 90-minute program 
on any network in television history. And it 
was identified with a single sponsor !) 

To advertisers the real significance of this 
achievement is that with each program the 
performance was equal to the promise. 
For the past four years they have known that 
CBS Television has delivered more of the 
most popular programs at a lower cost per 
thousand than any other television network. 
Now they can count on CBS Television to 
enhance its value even further during the 
coming season. 

This confidence is perhaps the underlying 
reason why American business continues to 
invest more on CBS Television than on any 
other single advertising medium in the world. 

CBS TELEVISION 



THE WINNER ! 

■ / '■•/// 

and stflf/Champ 




BATON 
ROUGE 



In a Telepulse Survey just completed (for May, 
1955). WAFB-TV, two-year uncontested TV 
champion in Baton Rouge, rated first for 324 of the 
331 quarter hours when both TV stations were on 
the air. Every one of the top 15 favorite 
iveekly programs were on WAFB-TV . Eight 
of the 10 (all of the first six) favorite 
"daily" programs were on WAFB-TV. 



WAFB-TV 

Station "B" 
Station "C" 



Monday to Friday 

7AM-12AM 12AM-6PM 6 PM-12 PM 

78 61 59 

10a 29 33a 

12 10 8 



Saturday 

12:15 PM-6PM 6 PM-12 PM 



WAFB-TV 76 64 

Station "B" la 27a 

Station "C" 23 9 

a Does not broadcast for complete period. Audience unadjusted. 



Sunday 

1 PM-6 PM 6 PM-12 PM 



76 
8a 
16 



61 

33a 
6 



WAFB-TV 

affiliated with WAFB, AM-FM 

CBS — ABC 200,000 WATTS 

Reps: Call Adam Young, Nationally or Clarke Brown in South & Southwest 
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MADISON 



sponsor invites letters to the editor. 
Address 40 E. 49 St., New York 17. 



ADD TO RESEARCH NEEDS 

Here's one afterthought to the big 
needs in radio-tv research that I should 
like to add to those published in the 
last issue of sponsor ("Eight big. 
needs in radio-tv research," 17 October 
1955, page 42). Another big area 
for research is the diagnosis of tv 
commercials. 

By now, every large agency research 
department and a number of experi- 
enced independent research firms have 
acquired a body of knowhow on what 
makes a tv commercial tick. Yet it is 
evident to anyone who spends a few 
hours in front of a television receiver 
that a lot of what is known in princi- 
ple is often forgotten in practice. 
There is a challenge to apply what we 
already know, but there is also more 
to be learned about what makes a com* 
mercial more or less successful in per* 
forming specific kinds of selling jobs. 
This means we need more new studies 
and experiments, and also more 
thorough analysis of the studies al- 
ready in the files. 

Dr. Leo Bogart 

Associate Research Directof 

McCann-Erickson 

Neiu York 



CANADIAN SECTION 

Who is your Canadian representa* 
live? 

Your excellent and much appreci* 
ated Canadian Section in a recent is- 
sue of sponsor was spoiled, for us, 
by the omission of our illustrious name 
in the paragraph on Canadian-made 
tv commercials and producers. 

In 1949, we made what we believe 
was the first tv commerical ever made 
in Canada (incidentally for use in the 
United Slates). We have won the 
only two Canadian Art Directors 
Awards yet given for tv commercials 
in 1954 and 1955, sharing the latter 
with U.P.A. Today we are one of the 
busiest Canadian production compa-» 
{Please turn to page 15) 
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Now ready for 
immediate delivery. 
The BQ-2A mechanism 
is also available 
separately as 
MI-U830. Callyour 
Broadcast Sales 
Representative for 
'urther details. 



Designed from the ground up 
for 3-speed operation 

RCA's answer to the need for a new turntable designed specifically 
for 3-speed operation at moderate cost, with highest performance 
characteristics. Features include: 



• Smoother, simpler speed changing, with snap-up spindle hub to 
provide improved 45 RPM operation. 

• Smooth, half-turn starting at all speeds for easy cueing. Simple, 
sure-fire, self-compensating rim drive mechanism. 

• Modern, practical 2 -tone grey cabinet of ample functionalized 
proportions. Accommodates booster amplifiers inside, tone arms 
and other accessories on top of cabinet. 
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RADIO CORPORATION of AMERICA 



ENGINEERING PRODUCTS DIVISION, CAMDEN, N.J. 

In Canada: RCA VICTOR Company Limited, Montreal 



nies, and have recently produced what 
has been described, by one who 
knows, as the ''best animation yet pro- 
duced in Canada." Tomorrow* we will 
be doing more work for U.S. pro- 
ducers and advertisers. 

Nkii. Snkyij 

Sales Manager 

Film Production Ltd. 

Graphic Assoc. 

Toronto 



• SPOZVSOR'i mention of film commercial pro. 1 
duc«r« w a i not mraiit to lir Complete, liut only ' 
an indication of «ctU lly In tlir field. 



MONITOR 

Forgive my delay in writing to con- 
gratulate you on your article "Moni- 
tor: does it help or hurt radio?" (5 
September 1955, page 39) I think 
your treatment wa> entirely fair and 
should prove of value to ever)" phase 
of the industry. May 1 add. too. that 
your editorial in the same issue was 
excellent. 

As you are so well aware, the sta- 
tion representatives are not fighting 
the networks and have never done so. 
No one is more cognizant of the value 
of networks as a vital part of the sta- 
tion's operations. It is only those 
things that a network does beyond the 
sphere of what a true network should 
be to which we object. 

I like the following paragraph taken 
from a letter written by a manager 
of a Katz-represcnted station, which 
expresses this better than I: 

"Networks are important to the wel- 
fare of the stations; stations are im- 
portant to the welfare of the networks; 
spot business is vital to stations. An 
atmosphere of live and let live must 
prevail for healthy progress nf all." 

Edward Codel 
Katz Agency- 
New York 



P&C REPRINT 

One of my associates here has ob- 
tained "The Procter & Gamble Story" 
from a recent issue of your magazine. 
I found this interesting reading and 
wonder whether I might get a copy for 
my personal use. 

K. W. So.VNER 
Procter & Gamble Co. 
Cincinnati 

* The Procter ci Gamble scries, in fo.ur parts, 
h&s been republished in reprint form. Copies 
available at nominal cost. 



.2 
'£ 



c 
o 



0 

si 





consistently 
J first choice 
in the 
Columbus Market 



20 lop 
pulse 
rated 
programs 



CBS for CENTRAL OHIO 



ASK 

JOHN BLAIR 



radio 

COLUMBUS, OHIO 
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REE & ir ETERS, INC 

Pioneer Station Representatives Since 1932 



NEW YORK 

250 Park Avenue 
PLaza 1-2700 



CHICAGO 

230 N. Micliigan Ave. 
Franklin 2-6373 



DETROIT 

Penobscot Bldg. 
Woodward 1-4255 



ATLANTA 

Glenn Bldg. 
Murray 8-5667 



FT. WORTH 

406 W. Seventh St. 
Fortune 3349 



HOLLYWOOD 

6331 Hollywood Blvd. 
Hollywood 9-2151 



SAN FRANCISCO 

Russ Building 
Sutter 1-3798 



Of The &»7dter> 



BEFORE Television, children were assigned a special corner of their own in the 
American marketing scene ... a place labeled "For Children Only". 

The picture is very different today. To be sure, Television is selling candy, soft 
drinks and cereals as they've never been sold before, but minors arc now a major factor 
in the purchase of almost everything that comes into the house. 

Two lessons arc to be learned from this phenomenon: 

(1) The so-called "kid's show" is a terrific place to sell anything a youngster can cat or use. 

(2) The presence of small fry in the audience is an immeasurable blessing to any com- 
mercial television program. 

Your Free & Peters Colonel has some specifics on the subject . . . and some of 
the finest "station produced" programs in the land to illustrate the point. 




Representing 


VHF Television 


Statio 


ns: 


- SOUTHEAST 


VHF 


CHANNEL 


PRIMARY 


WBZ-TV 


Boston 


4 


NBC 


WGR-TV 


Buffalo 


2 


NBC 


WWJ-TV 


Detroit 


4 


NBC 


WPIX 


New York 


11 


IND 


WPTZ 


Philadelphia 


3 


NBC 


KDKA-TV 


Pittsburgh 


2 


NBC 


WCSC-TV 


Charleston, S. C. 


5 


CBS 


WIS-TV 


Columbia, S. C 


10 


NBC 


WDBJ-TV 


Roanoke 


7 


CBS 


WTVJ 


Miami 


4 


CBS 



MIDWEST — SOUTHWEST 



WEST 



WHO-TV 


Des Moines 


13 


NBC 


WOC-TV 


Davenport 


6 


NBC 


WDSM-TV 


Duluth-Superior 


6 


NBC 


WDAY-TV 


Fargo 


6 


NBC-ABC 


WCCO-TV 


Minneapolis-St. Paul 


4 


CBS 


KMBC-TV 


Kansas City 


9 


ABC 


WBAP-TV 


Fort Worth-Dallas 


5 


ABC-NBC 


KFDM-TV 


Beaumont 


6 


CBS 


KENS-TV 


San Antonio 


5 


CBS 


KBOI-TV 


Boise 


2 


CBS 


KBTV 


Denver 


9 


ABC 


KGMB-TV 


Honolulu 


9 


CBS 


KMAU— KHBC-TV 


Hawaii 






KRON-TV 


San Francisco 


4 


NBC 



HOOPER* says it 
NIELSEN* says it 
PULSE* says it 
TRENDEX * says it 




is running away with 
Kansas City's radio day 

Have a pet rating? Doesn't matter. A.M„ or 
afternoon? Doesn't matter. WHB is first in every 
time segment per every rating service. All 
day average Hooper: 46.4%. All day average 
area Nielsen: 39.2%. All day average Trendex : 
42.8%. Every daytime quarter hour Pulse 
finds WHB in first place. It's the Mid- 
Continent formula tliat does it. So whatever 
rating you buy by, feel secure in your choice 
of WHB for Kansas City selling. Talk 
to the man from Blair, or WIIB General 
Manager George W. Armstrong. 

* From most recent reports available. 



WHB 



10,000 watts, 710 kc 





-CONTINENT BROADCASTING COMPANY 



President: Todd Storz 

WTIX, New Orleans 
Represented by 
Adam J. Young, Jr. 



KOWH, Omaha 
Represented by 
H-R Reps, Inc. 



WHB, Kansas City 
Represented by 
John Blair & Co. 
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SPONSOR 
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U New on Television Networks 



SPONSOR 



mcr Home Products, NY 
mcr Homo Products, NY 
M-PAR Ri-cord Corp, NY 

rmour, Chi 

vco Mfg, NY 

T. Babbitt, NY 

eltone Hearing Aid Co, Chi 
'istol-Meyers, NY 

BS-Hytron;, NY 

irnation Co, LA 

arter Products, NY 
hryslcr Corp, Dctr 

Chrysler div 

)CJ Cola, Atlanta 

:neral Motors, Frigidaire Div, Dctr 

oover Co, No. Canton 
C, Johnson & Son, Racine 

iKnson 0 Johnson, New Brunswick 
mutt. Inc. Salinas 

fwis-Howc. St. Louis 
jngincs-Wittnauer, NY 
lars, Inc. Chi 

ittel, Inc. LA 

cCraw Electric, Elgin 
iles Laboratories, Elkhart 

linnesota 1 Mining, St. Paul 

Ipnsanto Chem Co, Springfield 

lorton Salt Chi 

ational Prcso Ind, Eau Claire 
'Cedar Corp, Chi 
"larmaccuticals. Newark 
"lilip Morris, NY 
O.S.. Chi 

:ott Paper Co, Chester, Pa. 
t'H Assoc, Chi 

oni Co, Chi 

V Time Foods, Chi 

ick Chemical Co, NY 
ick Chemical Co, NY 

'elch Crape Juice, Westficld, NY 



AGENCY 

88&T, NY 
BB&T, NY 
Buchanan, NY 

Henri, Hurst & 
McDonald, Chi 
Earle Ludgin, Chi 

DFS. NY 

Olian & Bronncr, Chi 
SCSS, NY 

Bennett & Northrop, 

Boston 
Erwin, Wasey, LA 

Ted Bates, NY 
McCann-Erickson, Detr 

Erwin, Wasey, LA 

Kudncr, Detr 

Leo Burnett, Chi 
Nccdham, Louis & Brorby, 

Chi 
Y&R, NY 

John Cohan Adv. Salinas 
DFS. NY 

Victor A, Bennett, NY 
Leo Burnett, Chi 

Carson-Roberts, LA 

Erwin, Wasey, NY 
Geoffrey Wade. Chi 

BBDO, Minn 

Ncedham, Louis & 

Brorby, Chi 
Needham, Louis & 

Brorby, Chi 
Gourgain-Cobb. Chi 
Turner Adv, Chi 
Edward Klctter Assoc, NY 
BBT 

McCann-Erickson, 

S^n Fran 
JWT, NY 

Bozell & Jacobs, Omaha 

Tatham-Laird, Chi 
Ruthrauff & Ryan, Chi 

BBDO, NY 
BBDO, NY 

Kcnyon & Eckhardt, NY 



STATIONS 

CBS 104 
NBC 60 
ABC B3 

A8C B3 

NBC 

NBC 

ABC 58 
ABC 83 

CBS 145 

ABC 83 

ABC 5B 
ABC 5B 

ABC 83 

CBS 144 

ABC 58 
ABC 83 

ABC 58 
ABC 83 

ABC 5B 
CBS 73 
ABC 83 

ABC B3 

ABC 58 
ABC B3 

ABC 83 

CBS 82 

ABC 83 

ABC 58 
ABC 58 
ABC 
ABC 58 
ABC 83 

CBS 55 
CBS 63 

ABC 58 
ABC 83 

ABC 58 
ABC 83 

ABC 83 



PROGRAM, time, start, duration 



Wanted; Th 10.30-11 pm: 20 Oct; 52 wks 
Today; M-F 7-9 am; 5 Oct; 52 wks 
Mickey Mouse Club; M-F 7:30-B:30 pm; 3 Oct; 
52 wks 

Mickey Mouse Club; M-F 7:30-B:30 pm; 3 Oct; 
52 wks 

Midwestern Hayridc; alt W 10:30-11 pm ; 9 
Nov-21 Dec 

Matinee Theatre; part. M-F 3-4 pm; 31 Oct- 
23 Feb 56 

Famous Film Festival; S 7.30-9 pm; 2 Oct; B wks 
Mickey Mouse Club; M-F 7:30-B:30 pm; 3 Oct; 
52 wks 

Carry Moore; alt F 10:30-10:45 am; 14 Oct; 
52 wks 

MicKcy Mouse Club; M-F 7:30-8:30 pm; 3 Oct; 
52 wks 

Famous Film Festival; S 7:30-9 pm; 2 Oct; B wks 
Famous Film Festival; S 7:30-9 pm; 2 Oct; B wks 

Mickey Mouse Club; M-F 7:30-8:30 pm; 3 Oct, 
52 wks 

My Favorite Husband; T 10:30-11 pm; 4 Oct; 
52 wks 

Famous Film Festival; S 7:30-9 pm; 2 Oct; 8 wks 
Mickey Mouse Club; M-F 7:30-B:30 pm; 3 Oct; 
52 wks 

Famous Film Festival; S 7:30-9 pm; 2 Oct; 8 wks 
Mickey Mouse Club; M-F 7:30-8:30 pm; 3 Ocf 
52 wks 

Famous Film Festival; S 7:30-9 om; 2 Oct; B wks 
Conquest; Sat 11-12 pm; 22 Oct, 19 Nov 
Mickey Mouse Club; M-F 7:30-8:30 pm; 3 Ocf 
52 wks 

Mickey Mouse Club; M-F 7:30-8:30 pm; 3 Ocf 
52 wks 

Famous Film Festival; S 7:30-9 pm; 2 Oct; 8 wks 
Mickey Mouse Club; M-F 7:30-8:30 pm; 3 Ocf 
52 wks 

Mickey Mouse Club; M-F 7:30-6:30 pm; 3 Ocf 
52 wks 

Winky Dink and You; Sat 10:30-11 am, S 12- 

12:30 am; 10, 11, 7, 8 Dec, 
Mickey Mouse Club; M-F 7:30-8:30 pm; 3 Ocf 

52 wks 

Famous Film Festival; S 7:30-9 pm ; 2 Oct; B wks 
Famous Film Festival; S 7:30-9 pm; 2 Oct; 8 wks 
Ted Mack; S 9:30-10 pm; 30 Oct 
Famous Film Festival; S 7:30-9 pm; 2 Oct; B wks 
Mickey Mouse Club; M-F 7:30-B:30 pm 3 Ocf 
52 wks 

Bob Crosrjy; M 3:30-3:45 pm; 3 Oct; 26 alt wks 
Carry Moore; alt M 10:15-10:30 am; 52 wks 

Famous Film Festival; S 7:30-9 pm; 2 Oct; B wks 
Mickey Mouse Club; M-F 7:30-B:30 pm; 3 Ocf 
52 wks 

Famous Film Festival; S 7:30-9 pm : 2 Oct; 8 wks 
Mickey Mouse Club; M-F 7:30-8:30 Dm; 3 Ocf 
52 wks 

Mickey Mouse Club; M-F 7:30-8:30 pm; 3 Ocf 
52 wks 
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Renewed on Television Networks 



SPONSOR 


AGENCY 


STATIONS 


PROGRAM, time, start, duration 


rown & Williamson, Louisville 
ellogg Co. Battle Creek 

lies Montenier, Chi 

rocter & Camble, Cincinnati 

emington Rand, Bridgeport 


Ted Bates. NY 
Leo Burnett, Chi 

Earle Ludgin, Chi 

Y&R, NY 

Y&R, NY 


CBS 138 
CBS 67 

CBS 73 

CBS 130 

CBS 86 


The Lineup- alt F 10-1030 pm, 7 Oct. 52 wks 
Arthur Codfrcy Time; T & Th; 10:45-11 am; 

Ocf, 52 wks 
What's My Line; alt S 10.30-11 pm; 30 Sept; 

52 wks 

The Lineup; alt F 10:10.30 pm; 30 Sept; 13 

What's My Line; alt S 10:30-11 pm; 2 Oct; 
52 wks 



In next issue: A'etc and Renewed on Radio A'cf icorks ; Broadcast Industry Executives; 
A'eic Firms, A'eic Offices, Changes of Address. Agency Appointments 



Lester W. 
Gruikjmp 14) 





Townsend 
CnHin (3) 



John D. 
Swan (3) 



Ken 

McAllister (3) 




Ralph C. 
Tanner (3 
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3. Advertising Agency Personnel Changes 



NAME 



Roger L. Albright 
Ken McAllister 
Arthur A. Bailey 
Herbert Berger 
Rov Campbell 
William A. Chalmers 
horace t. Cu us 
Lawrence W. Davidson 
Harry H. Enders 
Jack Farnell 
Joseph Forest 

Dr. C. Dorsey Forrest 
Dorothy Furman 
Townsend Criffin 
John C. Halliday 
Edward Hobler 
Dorman C. Ingraham 
William A. Johnson 
Jay Kacin 
Peter Keveson 
William M. Kline 
Norris Konheim 
Booth Luck 
Ken McAllister 
Alvin I. Miller 
Winston Norman 
Richard C. Rothlin 
Roger M. Shea 
John D. Swan 
Ralph C. Tanner 
Alman J. Taranton 
John V. Tracey 

Louis C. Van Akin 
Joseph 0. Wilson 
Heber C. Wolsey 
Cordon Zern 



FORMER AFFILIATION 



McCann-Erickson, Clevc, tv writer-producer 
S?CB, NY 

Ward Wheelock, Phila. pres 

Cuy Lombardo Enterprises, NY, Cen mgr 

Footc, Cone & Belding, LA, vp 

Campbcll-Ewald, Detr, vp and rad-tv director 

BBDO, NY, acct supervisor 

Geoffrey Wade, Chi, creative director 

Young & Rubicam. NY, secretary-treasurer 

Geoffrey Wade, Chi, rad programs director 

Transfilm, Inc, NY, vp and creative director 

Indiana University, prof, of marketing and research 

Joseph W. Hicks, Chi 

Benton & Bowles, NY, acct supervisor 

Ogilvy, Benson & Mather, NY 

Benton & Bowles, NY, acct supervisor 

Erwin Wasey, NY, acct exec 

Halstcd & VanVechten, Red Bank, NJ 

Gardner Co, St. Louis, asst rad-tv director 

Lenncn & Newell, NY, vp and rad-tv copy chief 

Seabrook Farms, Bridgeton, N|, mkting director 

Kenyon & Eckhardt, NY, assoc. group supervisor 

Geoffrey Wade, Chi, tv director 

SSCB, NY 

Mass Mutual, Wash div 
Cene K. Walker Co, mgr 
Free & Peters. Chi 

WTTG-TV, Washington, producer-director 
WCAX— WCAX-TV. Burlington, Vt 
Mooresville Mills, Mooresville, NC 
Ted Bates, NY, vp 

Fuller & Smith & Ross, Cleve, bus development sis mgr 

Anderson & Cairns, NY, vp, secretary & director 
MacManus, John and Adams, NY, acct exec 
Gillham Adv, Salt Lake City 
Fuller & Smith & Ross, NY, acct exec 



NEW AFFILIATION 



Marcus Adv, Cleve, rad-tv dept head 
Benton & Bowles, NY, vp & acct sup 
Marschalk & Pratt, NY, exec vp 
DFS, NY, rad-tv bus mgr 
Same, exec vp for western div 
Calkins & Holden, La, mgr of LA office 
Same, vp 

Same, product service director 
Same, vp & sec 
Same, tv net director 

William Esty, NY, exec producer in tv commerc 
dept 

Hicks & Greist, NY, marketing and research dire r 
Walter McCreery, Beverly Hills, publicity directc* 
Same, vp 

Needham, Louis & Brorby, Chi, asst media direc 
Same, vp 
Same, vp 

Blaine Thompson, NY, acct exec 
McCann-Erickson, NY, tv film production direj 
DCSS, NY, rad-tv commercial copy director 
Ellington & Co, NY, acct exec 
Grey Adv, NY, copy group head 
Same, director of spot tv and film dept 
Benton & Bowles, NY, acct supervisor 
Francis M. Sharkey Agency, Wash, sales prom n 
Roy S. Durstine, San Fran, creative acct exec 
Needham, Louis & Brorby, Chi, acct exec 
Cordon Schonfarber & Assoc, Providence, rad 
Dorrance, NY, vp & Act exec 
Anderson & Cairns, NY, vp & acct exec 
Same, sr vp and secretary 
McCann-Erickson, Cleve, acct exec 
director 

J. M. Hickerson, NY, exec vp 

Grant Adv, NY, vp 

Same, vp 

Same, copy chief 



4. Sponsor Personnel Changes 



NAME 



Joseph C. Bannon 
Thomas R. Bartlett 
John R. Basset 
Andrew C. Freimann 
Lester W. Graaskamp 
Augustine R. Marusi 
Raymond W. Saxon 
J. W. Stack 
H. L. Waldrop 
Robert H. Zitzmann 



FORMER AFFILIATION 



RCA Victor, NY, tv div field sis mgr 
Bendix Aviation, Detr, gov sis dept 
Stahl-Meyer, NY 

General Motors, Dayton, Delco Div, gen sis mgr 

Amer Can, NY, vr> in exec dept 

Borden Co, NY, Chem Div, pres 

RCA Victor, TV Div, gen sis mgr 

Oldsmobile, San Fran, zone mgr 

Ceneral Motors, Detr, oil mdsg mgr 

Sterling Drug Co, Monticello, III, ind rel director 



NEW AFFILIATION 



Same, gen sis mgr 

Same, sales mgr 

Same, mdsg and adv mgr 

York Corp, York, Pa, vp in charge of mkting 
Same, vp in charge of operations, central div 
Borden Co, NY, vp 

RCA, Boston, north eastern regional mgr 
General Motors, AC Spark Plug Die, Flint, ady n 
Same, mdsg co-ordinator 
Piel Bros, NY, ind rel director 



5. Station Changes (reps, network 



KAFY, Bakersfield, calif, has appointed the Daren F. Mc- 
Cavern Company its West Coast representatives 

KCRG, Cedar Rapids, Iowa has appointed Everett-McKinney 
natl reps 

KDAL-TV, Duluth, Minn, will become an affiliate of CBS 
30 October 

KMTV, Omaha, Nebraska aired its first color program 28 
September 

KPAR-TV, Sweetwater-Abilene, Texas becomes affiliated with 

CBS about 1 November 
KQTV, Fort Dodge, Iowa will return to the air 29 October 



affiliation, power increases) 



KTSA, San Antonio, Texas became an affiliate of MBS 26 
Seotember 

WDBJ-TV, Roanoke, Va, went on the air October 3rd for 
the first time 

WDOK, Cleveland, Ohio had appointed H-R Representatives 
WEEI, Boston, Mass has appointed Thomas R. Young natl reps 
WNOW-TV, York, Pa, has appointed Robert S. Keller natl 
reps 

WOAI-TV, San Antonio, Texas is telecasting in full color 

as of 15 October 
WTOP, Washington, D.C. has announced the addition of a 

news and public affairs division 



6. New Agency Appointments 



SPONSOR 



American Can, NY 
Bristol-Myers, product div, NY 
Bristol-Myers, product div, NY 
Champion Spark Plug Co, Toledo 
Coca-Cola Co, NY 
Colonial Sugars, New Orleans 
Doyle Packing Co, Long Branch, NJ 
Clamorene, NY 

Monsanto Chem Co, Springfield 
Murine Co, Chi 
Schick, Inc. Lancaster 
Whitehall Pharmacal, NY 



PRODUCT (or service) 



metal & fibre containers 
Mum Mist deodorant 
Sentry dentifrice 
Champion Spark Plugs 
bottled beverage 
Sugar 

Strongheart dog food 
carpet cleaning preps 
Farm chemicals 
Murine eye wash 
electric shavers 
Duplexin 



AGENCY 



Compton, NY 
DCSS, NY 
BBDO, NY 

J. Walter Thompson, NY 
McCann-Erickson, NY 
Rutledge & Lilienfeld, St. Lpuls 
C. Wendel Muench, Chi 
Product Services, NY 
Gardner Adv, St. Louis 
J. Walter Thompson, Chi 
Warwick & Legier, NY 
McCann-Erickson, NY 



SPONSOR 
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ST 1. 



3-Xrufle In Air 
0-News 
"l-Far.ro Fact* 



Gene and Shirley 
Tomaszewski — 

WHO Salutes You! 



When this story went out over the 
wires of the nation's news services a 
week ago, it made each man and 
woman who heard it feel a little bit 
bigger, a little bit prouder, to know 
about the Tomaszewskis. 

The heroism of these wonderful people 
should be of real inspiration to all of 
us. It's this kind of bravery, and this 
kind of people, that can always make 
the final difference in the war against 
crime and delinquency. 

WHO, and all of Iowa, salut£ our 
solid-citizen neighbors — Gene and 
Shirley Tomaszewski, of Princeton, 
Illinois. We hope they're always in our 
audience, even when they go back 
home! 

And just to make sure they will be, 
WHO is honored to present them with 
a new R.C.A.-IMPAC (the case has a 
5 yr. warranty against breakage) port- 
able radio to replace the set that Mrs. 
Tomaszewski used to such excellent 
effect on the head of a thug. 

In all the excitement, no one's really 
certain just what station the Tomas- 
zewskis' old set was tuned to. But 
everyone agrees, it couldn't have made 
much greater impact even if it was 
tuned to WHO! 




Reprint 



This Story used on 12:30 p. m. 
News— July 23, 1955 

An unusual story of bravery has been^ 
disclosed at Toledo, Iowa, this morning, 
in the aftermath of an attempted high- 
way robbery, and the shooting of one of 
a pair of abductors. 

The heroes of the story are Mr. and 
Mrs. Eugene Tomaszewski of Princeton, 
Illinois, both in their 20's and their story 
is this: 

The couple had pulled their car off the 
highway west of Clarence, Iowa, late last 
night to rest from their driving. They 
were awakened by two men, armed with 
a 22-caliber target pistol, who ordered 
them into the back seat while they took 
over the front. The gunman, identified 
later as Ogden Denner of Chicago, held 
the pistol, while his companion, identified 
as Edward Lee Campbell of Natural 
Bridge, Virginia, drove. 

The Tomaszewskis offered their abduc- 
tors some of the food they had along for 
the trip, including some soft drinks. Then, 
hoping for a chance to use it later, the 
Illinois man hid a soft drink inside one 
of his socks. 

As the car approached Toledo, Iowa, 
the highwaymen said they were getting 
sleepy ... by then it was nearly six 
o'clock this morning. They pulled off the 
highway, and apparently because of the 
Illinois couple's friendly attitude toward 
them, Denner put his pistol in his holster 
and both men settled down for a nap. 

Tomaszewski took the pop-bottle-in- 
the-sock and hit Denner on the head, 
as his wife, simultaneously slugged 
Campbell with a portable radio, etc 
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WHO dial 1040 

50.000 watt Voice of the Middle West 
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from 

sponsor's 
viewpoint 



El) T A VI OK \M>D.M1 kl I \l R Ul C Mai kelillg Vice 

President and Advei Using Dhcc 101 1 espc c u\ cly 
of Moloiol.t, Int. Like tilt aiuipatl) thev wot k 
foi , thev ate I il < )gi cssi w and imugiiut he ipin k 
to ptoncei when .1 ncwoppoi limit) amies along. 

Perhaps that's wit) xiit; m.mimi. 1111 \ nk fust 
pi(|iied their interest. It was dilleieni and un- 
comc-iitionril . . . a dillcicnt full-hour diamu 
e\ci\ weekday from 3:00 to 4:00 p.m., in hoth 
bla<k and white and color, featuring produc- 
tion, writing and stars of nighttime calibre. 

Intrigued, Messrs. Taylor and Kilmer dug 
deeper. The) found: 

...that according to ARU, hour-long dramas 
are the most popular form in the daytime (just 
as they are in the evening) 
. . . that nisc M.vrtM 1. Tin ah R will have an 
estimated coverage of 32,500,000 homes (90% 
of all TV homes in the United States) 
. . . that the commercials will be 90 seconds in 
length allowing each selling message to be de- 
veloped fully and powerfully 
. . . that, for all of its unique features andquality 
production, matinee* s total cost conies to only 
$10,326 gross per commercial position. 

Then Motorola considered the new audience 
that this fresh, quality program would inevi- 
tably attract; the prestige of association with 
top stars and top production; the growing 
advantages of color commercials. Motorola 
added all these things together and signed as a 
long-term client. 

Other d iscrini i nat ing advertisers I ike A I uminum 
Company of America, Procter 5c Gamble, and 
B. T. Babbitt Company — ha\c analyzed 
matin 1 1 and come to the same conclusion. 

Take a long, examining look yourself. You'll 
find you too can enjoy major values on 

<DQ> XBC 

MAT IX EE 
THEATER 
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bakersfield 
California 



970 



The ONLY popular music and 
news independent station in 
Bakersfield and Kern County, 
dominating California's South- 
ern San Joaquin Valley 24 hours 
a dayl 

NEW YORK 
CHICACO 

ST. LOUIS ADAM YOUNC. JR. 

SAN FRANCISCO representative 
LOS ANCELES 




Henri/ ft. Gei/eltit 

Manager of advertising services 
Metropolitan Life Insurance Co., New York 



A little over two weeks ago Metropolitan Life's radio commercial 
(Y&R is the agency) won an RAB award as one of the eight "most 
effective radio commercials" of the year. 

It is difficult to determine degree of effectiveness," Henry 
Geyelin, Metropolitan Life Insurance Co.'s ad manager, told spon- 
sor, adding, "But since one out of every five people in the U.S. 
is a Metropolitan policyholder, I guess our advertising (50% in 
radio) does do the job." 

Geyelin, who joined Metropolitan less than three years ago after 
a five-year stint at Du Mont working on tv set advertising, says 
advertising falls into three categories; 

"There's 'sell,' 'p.r.,' and 'public service' advertising. At first 
glance it might seem as though there's some overlap between p.r. 
and public service, but we feel the two are different. Our approach 
is public service advertising; by that we mean creating an aura of 
goodwill for the company. But our campaign is not institutional in 
the sense that a p.r. campaign might be. Instead we give tips on 
good health and devote each week to particular health problems, 
such as heart conditions, etc." 

A strapping ex-Yaleman, Geyelin keeps dozens of Metropolitan 
health booklets (radio listeners are urged to request them for addi- 
tional information) in his desk. Geyelin himself claims to be the 
best possible insurance risk. 

"Of course, the easiest kind of radio campaign to evaluate is one 
that's trying to sell a product," he adds. "If the stuff moves, your 
commercials are good. If it doesn't, there may be something wrong 
with your strategy. 

"Without an opinion poll it's a little tougher to evaluate the ef- 
fectiveness of a public service campaign. You might sum it up by 
saying you're doing a good job if you're reaching a maximum 
number of people with useful information." 

A born New Yorker, Geyelin lives in his own house in Manhattan 
with his wife and "a man-size, girl-type child of six whose major 
distinction for the moment is being the classmate of many tv ex- 
ecutives' kids. ' 

During his leisure time, Geyelin likes to take his family sailing. 
What kind of boats? "Anybody else's." * * * 
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SPONSOR 



The only captive audience 
that counts is the one that's 
captured by the sheer excellence 
of your commercials. 

YOUNG & RUBICAM, INC. 

Advertising: New York » Chicogo • Detroit • San Francisco • Los Angeles • Hollywood • Montrcol • Toronto • Mexico City • London 
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MOTHER PARKER 

Mother Parker's skilled 
interpretation of food 
facts has won the con- 
fidence of thousands of 
Boston housewives. 
Over 200 sponsors have 
already relied on this 
confidence to sell more 
of their products 
in Boston! 
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NEW ENGLAND'S I NO.1 MARKET 

use 



WEEI 



BOSTON 




By Joe Csida 

Tv responsible for record agency switching 

The past several weeks have witnessed some of the most 
drastic account switches ever seen for a like period of time in 
the advertising business' history. As most observers are 
aware by now, Coca-Cola dropped the D'Arcy Agency and 
took on McCann-Erickson (and this after a 49-year associa- 
tion with the former ad shop) ; Warwick & Legler snatched 
the Schick shaver billings from Kenyon & Eckhardt but lost 
an even heavier purchaser, Pabst Beer, to Leo Burnett. Other 
less dramatic switches have developed, and only a handful of 
hard-working, perhaps frantic agencymen know how many 
more transferrals are in the making. 

Any number of factors involved in these switches are note- 
worthy, possibly not the least of which is that McCann-Erick- 
son, in picking up the Coke business, may be pushing total 
billings of $200 million by the end of 1956. Even more note- 
worthy, however, is the obvious fact that the advent and tre- 
mendous growth of television is probably most responsible 
for these advertiser-agency upheavals. 

To take up only two of the many considerations involved 
in effectively utilizing the tv medium for a client is enough to 
give one a severe case of heebeejeebies. Dwell for a moment 
on the always prime consideration of which show do you 
buy. Think of the several agency gents who conceivably 
could have turned down The $64,000 Question. Think of the 
repercussions on the client level if it got back to the v. p. in 
charge of sales and/or advertising that the agencv had 
turned down the sizzling Louis Cowan package. 

And take the case of The Big Surprise. A $100,000 jack- 
pot, developed by substantially the same crew as the sensa- 
tionally successful $64,000 Question. It sounded, and still 
sounds like, a can't-miss show if ever there were one. Still, 
anyone who has viewed the fir>t several stanzas must be 
aware that it lacks to a tremendous degree the ingredients 
that made its predecessor such a walkaway winner. Most of 
all must the client and agency be aware of its shortcomings. 

On what does the viewer acceptance of these shows hinge? 
On what does the viewer acceptance of any show hinge? On 
all the obvious factors, to be sure: careful planning, good 
writing, good casting, good direction, good staging. Yes, all 
of these. But Lou Cowan mentioned during a behind-the- 
scenes talk about 64 that his office had almost passed up 

[Please turn to page 68) 
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IN INLAND CALIFORNIA [and western nevadai 




RAD I O 




These inland radio stations, purchased as a unit, give you 
more listeners than any competitive combination of local 
stations . . . and at the lowest cost per thousand! 

(SAMS and SR&D) 

In this mountain-isolated market, the Beeline serves 
an area with over 2 million people and more retail sales 
than Colorado, Kansas or Kentucky! (1955 Consumer 
Markets) 
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IfccCtoicluf E3Ao&d£a*ta*q C-o\*paA+*] 

SACRAMENTO, CALIFORNIA • Paul H. Raymer Co., National Representative 
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It's not rare when a WCBS-TV sponsor says "well done.' 1 

Hut when lie goes on record and spells out specific results— 
as the Advertising Manager of the Proctor Electric Company 
did — best thing to do is quote him, word for word. Like this . . . 

""Want to know why Vm continuing on WCBS-TV? Becau-e the 
demand created from our Twelve Plan announcement campaign 
has increased our distribution to 3700 dealers in the New Wk 
metropolitan area where we had 400 at the start. Becaux* our 
New York sales are up 70% over the comparable period before 
we went on WCBS-TV. Why. New York's largest department *tore 
alone is selling five times more Proctor ironing tables than 
before. WCBS-TV has established Proctor as one of the leading 
names in housewares in the New York market.'' 

Almost invariably good things begin to happen to sales and 
distribution problems when an advertiser uses the Nation that 
provides largest audiences day and night . . . most adult viewers, 
more in the daytime than all six other television channels 
combined . . . and the economy of the famous Twelve Plan, 

lake our word— or listen to our spon-ors: to sell the Number 
One market it takes the Number One television station . . . 



WCBS-TV 



CBS OITSED 

Channel 2. ,\eic \ork 
Represented by CBS Television Spot Sales 
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Represented 
Nationally by 



Area Coverage Means 
More Viewers Per Dollar 

The Texas Gulf Coast Television Market is 
nearly twice the size of the Galveston-Houston 
Metropolitan market alone, 

Galveston-Houston Gulf Coast TV Market* 

Families 333,000 544,800 

Income $2,075,371,000 $3,076,812,000 

Sales $1,347,228,000 $2,091,153,000 

KGUL-TV — the CBS Basic Affiliate for the Gulf Coast 
Area — completely covers the fastest growing major 
market in the country. 

More audience every day means your advertising 
dollar buys more . . , every day on KGUL-TV. 

*Measured by Research Department of Television Magazine 




CBS Television 
Spot Sales 




Gulf Television Company 
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PART ONE 



OF FIVE PARTS 




y today's (iniebipi's 



need two heads 



Olio hoa<l for oxtcrim! iic<£oti;itions. 
I lie other for work on flic home front 



he timebuyer of 1935 .should haw 
two heads: 

* One with which to negotiate for 
good tv lime from representatives and 
stations; and. 

• One with which to explain the new 
functions of radio to agene\ineii and 
clients. 

Because of the unprecedented hull 
market in tv and the re\olution in ra- 
dio programing; structure and listening 
hahits, today's tiinehii)er lias to fill 
distinctly different johs in the two air 
media : 

1. As a tv bu\er he proves his ef- 
fectiveness by can ing out a niche for 
his account on overcrowded stations, 
which can afford to attach conditions 
to sale of time — preference to long- 
term contracts, for example. 

2. As a radio buyer he has to shift 
from virtually wooing the sellers of 
tune to do a dual job of representing 



and selling the changed medium to cli- 
ents and his own agency in such a wa\ 
that they get the most out of radio as 
the selling force it is today. 

The limehuyer is the ke\ liaison be- 
tween client and station, vet his own 
channels of communication with both 
all too often get bogged down. It's an 
era of dynamic change in timebining 
and, inevitably, there are snarls to con- 
tend with. 

To show ju«t how these dynamic 
changes in the radio-tv industry afTect 
the work of admen involved in selling 
up air media campaigns. SPONSOR will 
publish a series on the problems of 
tnnehuyers: of account executives; 
advertising managers; station reps; 
and station managers. For its study of 
current tiinebuyer headaches, sponsor 
surveyed buyers in several dozen 
agencies, conducting intensive inter- 
views with the men and women who 



control some of the kc) account- in 
air advertising. 

From this sur\e\ emerge a number 
of problems that can«e liinchuyers 
daily headaches. Some of these prob- 
lems re-ult from the \ery nature of 
advertising. Others could be cured 
through greater understanding by the 
people the timebmer must work with 
in building a campaign. 

Here then are some of the headaches 
that plague the timebmer, presented 
here to put his problems in perspective 
for the guidance of those who work 
with him. For their own part, it 
should be said, bmers are usually too 
husy — working to do much in the 
way of airing their headaches. 

Bad briefing tm client needs: This 
is the most fundamental problem of 
all and. happily, is encountered less 
(Article continues on next page) 
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T1MEBUYER HEADACHES (Continued ) 



frequently loda) than in years past. 
But it still exists and with the in- 
creased complexity of the air media, 
the harm done is magnified. In ex- 
treme cases, a buyer may get a market 
list handed to him by the areount ex- 
ecutive with a short memo telling him 
to l>uy minute participations in wom- 
en's shows in said markets, but not a 
word about local dealer problems the 
client may have or distribution difficul- 
ties in certain areas. 

"1 might pick one woman's show be- 
cause the local talent makes personal 
appearances in super markets, and 
find out weeks later that the client's 
been trying to expand his distribution 
among the independent grocers, the 
timebuyer of a major package goods 
ageiic) remarked. "Here I'm sacrific- 
ing cost-per- 1 ,000 for goodwill in su- 
per markets, when I might have done 
as good or better a job with another 
show if I'd known the particular dis- 
tribution problem in that market." 

Discrimination against small ac- 
counts: Timebuyers with medium-size 
budgets sometimes find it tough to get 
the quick service for which they de- 
pend on reps. The)- feel that some tv 
salesmen have got so choosy they don't 
bother with the ''small fry." 

"When I had a $100,000 budget, I 



had to call one rep five times before I 
got any idea of availabilities," one lady 
timebuyer complains. "A couple of 
months later I was assigned to a big 
account, and almost before the news 
about the budget was out. the same 
salesman was sitting in my office with 
a list of his stations and their sched- 
ules. Some reps forget that if we do a 
good job for the small advertiser, he 
may have a lot more money to spend 
the next time around." 

Failure to sell creatively: AH buy- 
ers agree that the better the reps arm 
them with information, the better the 
job they can do in representing J lie 
medium to the account men and clients. 

"The more creative the approaches 
to selling radio to us. for example." 
the bead buyer of an agency heavy in 
drug accounts remarked, "the better 
we can present the medium to the ad 
manager. The same goes for the way 
they sell tv, if you can call it selling 
in some instances. Tv has gotten to he 
an 'over-the-transoni' business, a real 
sellers' market. So some of the reps 
are sitting back and making it tough 
for you to get information. But even if 
nothing's available at the moment, you 
want to have up-to-date information 
for the time when there's a break." 

Some veteran timebuyers have bones 



to pick with radio salesmen particur 
larly. Said one: "They don't have to 
run to the client for an appropriation. 
If more of them made pitches to me 
like one guy did recently, we'd have 
ammunition for better radio recom- 
mendations. I'h is rep assembled sta- 
tistics showing that eight radio sta- 
tions, including two not his own, would 
theoretically cover 30% of the people 
who use our product. On the hasis of 
this information, we were able to prove 
to the client that a small additional 
budget could give his over-all cam- 
paign more intensity." 

Loss of availabilities because cli* 
cut is slow to O.K.: This has been a 
perennial timebuyer headache. The 
buyer does his best to keep on top of 
schedule changes, new campaigns, ex- 
piration dates; he maintains good re- 
lations with reps and stations, so that 
he won't miss out on a good buy. 
Finally, be gets a call from a rep 
friend telling him that a couple of 
Class "A" announcements have opened 
up. So he pleads with the rep to hold 
on for a couple of hours, and tries to 
get the account executive or the client 
to give him the go-ahead. 

"And what happens?" one exasper- 
ated timebuyer remarked. "It takes 
vou two hours just to get to the a/e, 



Most headaches in timebuying boil down to one a' 




V Ad manager 




A/e is often too slow in 
passing on media director's 
recommendations to client, 
may not keep media in- 
formed on sales progress, 
results of current campaign. 

Breakdown 



Breakdown 

Ad manager may not give 
a/e information about over- 
all sales strategy, objectives 
of campaign, sales and dis- 
tribution problems of prod- 
uct to guide buying plans. 



Media director sets policy 
for associate to follow, but 
may not allow him in on 
early planning stages, or 
give reasons for media 
choice, over-all strategy. 



si 

it 




Sometimes asfocf 
dilutes informa'i 
client, briefings f " 
tor, may not Iceej u>*- 
on space buying w f 
uct to provide piP" , 
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ami three days lo gel au O.K. from 
the client, llnu long do they lliink n 
-lot ncxl to S61JHH) OurstiuHS going 
lo kick around?" 

Prr-rm jit huts : The worst sea-on for 
pre-empts, nio-t buyer- ngree. is the 
foulliall season. Iinl, of cunrae pre- 
i*ni}ilf« there will l»f mi long as there 
arc iin\ special c\eiils or. for thai mai- 
ler, a* long as there's Iv. Still, sav 
the buyers, eoultln't networks ami -la- 
thins let then) know al>ont pre-empts a 
week or m> in advance? 

Here's what happened to one time- 
buyer because a network didn't pass 
the pre-empt information along tpiick- 
lv: 

The day before his client's half-hour 
network »how was to go on the air. 
the network let the l>u\er know that a 
station in the South refused to clear 
the show. The client had set up ex- 
pensive dealer promotions in that mar- 
ket to tie in with the premiere of the 
program. lie was in the agent) that 
day. and dropped in on the buyer just 
as the latter got the station manager 
on the phone. 

"Young man, I explained to \\X 
network two weeks that I wouldn't 
carry jour show," the .station man was 
saving. "My primary affiliation is 
with YYY network, am how." And 



then the -t.ilion iitaiingei hnng up. 

"Well, lei'- talk again later alx.nl the 
time the -bow will go on." -aid 1 1 it' 
Inner into the dead phone, while the 
client -at by. The bnvei slill hoped 
agiiiu-l hope thai he could persuade 
the -Utlinri to put the -how on. lint, if 
bed know 11 about tbe pre-empt even 
jn-l one week earlier, lie could at len-f 
have -lopped the dealer promotion in 
the market. 

Daylight $i\vh\fi hendarhv; Septem- 
ber has always been a dirty word in 
liniebuver vocabulary , bcean-e it*- the 
lime when those areas which ob-erve 
Daylight Saving Time switch back to 
Standard lime, making it nece— ar\ 
for buyers lo revise schedules, negoti- 
ate once again for better adjaceueie-, 
plow through added paperwork. 
This year some of the DST areas de- 
cided lo extend Daylight Saving Time 
through the month of October ISl'ov 
SOlt, !! August). 

"Actually, that means that you nun 
ha\e to buy 000 announcements for a 
200-announcement campaign."' said 
the head buyer of one of the top 10 
radio-tv ageneies. "W ithin the spaee 
of five weeks, you've got to set up 
three different campaigns beeause the 
programing at the local level keeps 
switching around. Their network feeds 



aie thrown oiil id line. \ bnvei m.i\ 
not -ee the light for fi\c week- run- 
ning because of the liiple woik." 

Thf Kt/ttftw pttt> : "loo often after 
a rep gne» to -ee the < bent dire<tli, 
we're on the i arpet living to jn-lify 
-oine bn\ we made'' one buyer lold 
-I'uN-oit, after having come mil of ju-l 
-in h a twodionr meeting with an ac- 
cuiinl exi'i ulive. 

More radio than l\ rep- go diret I lo 
the account. Main rea-on for llii- i- 
thal radio rep- feel they're -filing cli- 
ents on allocating a radio budget, rath- 
er than jn-l -filing their particular 
Millions. 

"Of coiir-e. we prefer to have thein 
come to the agency in all in-tame-,' 
said the thief buyer of a major air 
media agency. "Hut if they decide to 
go to the client, they could -till -pare 
us vva-lcd time in meeting- by ju-t tell- 
ing us what their pre-cntalioii lo the 
ad manger i- all about before they 
see him. ' 

There are actually few times, buy- 
ers contend, when a pilch direct to the 
client i* ju-tified. "It's up lo the buy- 
er lo give the rep an explanation for 
turning down certain availabilities. In 
that way, you ean brief the rep on the 
sort of campaign that's planned. But 
I /'lease turn to page 96) 



OMMUNICATIONS 



This diagram shows where communications can break rhnn 
between the people jrom whom a timebuyer must get his information 



W Timebuyer 
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Some stations don't Iceep 
rep up to date on schedule 
changes, don't let him 
know of preempts and 
male-goods until they're on 
the air or often long after. 

Breakdown 



Among breakdowns in com- 
munication between rep 
and buyer is failure to give 
complete availability lists, 
show program adjacencies. 



▼ Station 



V 



Netw 





Breakdown 

Network can slow down 
flow of information from 
stations. May hold up pre- 
empt info in hope of last- 
minute clearances from sta- 
tions that have canceled. 
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HOW 3IANISCHEWITZ 
'MAXIMIZES' ITS DOLLARS 



1. Budget. Spot radio-tv 
get practically entire ad 
budget (over $2 million last 
season) in belief these 
media give greatest impact 

2. Media. Usual pattern is 
to use both radio and tv, 

but some areas are covered 
by radio alone, some tv only. 
Am independents mostly 

3. Impression-Impact. Ra- 
dio delivers frequency of 
impressions via saturation 
spots. Tv adds impact. Stag- 
gered scheduled ups effect 

4. Markets. Extensive client- 
ageucy knowledge of indi- 
vidual markets guides selec- 
tion of stations, with possi* 
bilities for extensive tie-ins 

5. Appeal. Minority groups, 
especially Negro, Polish- 
and Spanish-speaking, are 
primary consumer targets and 
copy emphasizes kosher angle 



"Man, oh Maniscliewitz" 

Of S2.00O.000-pliis ad budget last year Monarch Win? 



J. here are a number of reasons why 
Manischewitz wine should not be a 
success. 

« It is a kosher-type sacramental wine 
which should appeal to the Jewish 
market only. 

• Its brand name is a mouthful, de- 
fies the trend tow T ard short, punchy 
names, is foreign-sounding and should 
be almost impossible to work into a 
jingle. 

• It is sweeter than most sweet wines. 
While sweet wines lead the popularity 
parade in the U. S., their sales have 
been stable. On the other hand, dry 
wine sales have been going up, a re- 
flection of the growing U. S. consum- 
er's interest in non-sweet beverages 
with low caloric content. 

All of which is an indirect way of 
saying that Manischewitz wine (1) is 
a success, (2) appeals to the non- Jew- 
ish consumer too, and (3) has been 
worked into a jingle with a potent 
sales kick in which the brand name has 
been a help, not a hindrance, in con- 
sumer indentification. 

The Monarch Wine Co., which 
makes Manischewitz, has been boost- 
ing sales of the brand with some of 
the heaviest spot campaigns around. 
Last season Monarch placed an aver- 
age of about 5,000 radio announce- 
ments a week for Manischewitz. These 
were heard on about 175 stations in 
over 100 major U. S., Canadian. Ha- 
waiian. Alaskan and Puerto Rican 
markets. In tv, Monarch used 80 sta- 
tions in about as many markets. 

The Manischewitz ad story is actu- 
ally an all-spot story fexecpt for 
one Negro magazine.) Monarch put 
over $2 million into spot last season 
and during this coining season the bud- 
get will go even higher In spending 
this money Monarch and its agency 
Emil Mogul, have come up with some 
shrewd answers to air media buying 
problems. 

It is pretty safe to say that radio and 
tv have been the ad media chiefly re- 



sponsible for the growing thirst Amer- 
icans have shown for kosher-type 
wines. Not only Manischewitz but the 
Mogen David brand leans heavily on 
the air media (see previous stories on 
kosher wine in SPONSOR, 5 April 1954 
and 26 January 1953.) 

Manischewitz was the first kosher 
wine on the market, entering the field 
in the middle 30's. Until World War 
II it had things pretty much its own 
way. Today it shares 90% of the 
kosher wine market with Mogen David. 
It is one of the six national leaders 
among all wines. 

The Monarch air approach, as de- 
veloped by the Mogul agency, is not- 
able for the following: 

1. While valuing all ad media, Mo- 
gul does not want to spread Monarch's 
comparatively limited funds too thin, 
feels it should get the most out of one 
or two media before adding others. 
The agency feels it can get the most 
mileage initiallv out of radio and tv. 

2. In some areas radio will be used 
alone, in some tv alone, but usually 
both are used in combination. 

3. Generally, radio provides "con- 
sumer impressions" through saturation 
schedules; tv provides "impact." Ideal- 
ly, radio provides the market ad base, 
with tv performing the supplemental 
service. 

4. Station selection is based not 
only on standard timebuyer measure- 
ments, but to a large extent also on 
personal agency knowledge of the in- 
dividual markets. 

5. Manischewitz appeals via radio 
to minority groups, principally Negro 
but also to Polish- and Spanish-speak- 
ing consumers, in addition to the ex- 
pected Jewish market. 

IiirfirufiHiI market approadi: "I 

can't tell you how much we spend on 
radio alone or tv alone." says Nort 
Wyner. Mogul account executive on 
Monarch, "since we don't break down 

SPONSOR 




campaign ! 



aearly 100 ° 0 into *|ioi rjulio-lv saliir;ilioii schedule 



flii' budget thai wa\. We work on an 
individual market basis starting with 
a lumj) sum ajul Lrj to "maximize' 
ever) dollar." 

Sometimes this means tv lias to go 
been use of expense. In Boston Inst vear 
Monarch found tv too expensive in 
view of the company's fair, but not 
completely satisfactory distribution, 
and ran schedules totaling 60 an- 
nouncements per week on three radio 
Hations, 

In Green Ba\, Wis., on the other 
hand, radio rates were deemed too high 
to permit saturation campaigns. Tv 
periods were bought instead. A more 
common pattern is found in Syracuse-. 
Radio stations W OLF. WFBL, W'\T)R 
shared 90 announcements per week. 
WHFX-TV carried a 20-second Mauis- 
chewitz W ine announcement at 11:00 
p.m. Smida). a one-minute announce- 
ment at 11:15 p.m. Thursday and an- 
other in the Wednesday night Hour of 
Mystery beginning at 11:15 p.m. On 
WSYR-TV Monarch ran a one-minute 
announcement Sunday at 11:00 p.m. 

New Yorkers received a blast last 
spring via saturation campaigns on 




-even radio stations; W HOM, WLI13. 
WMCA, W'MOM, WM'W, WON, 
WRCA. In addition. \VABC-T\ car- 
ried sc\ en one-minute anil five 20-sec-^ 
ond announcements. A similar radio 
campaign runs this fall, while the t\ 
schedule moves over to W RC \-T\ . 

1 7«'.vi/>i/ilt/: Spot's seasonal advan- 
tages endear it to Monarch. Although 
the kosher wine outfits, as well as other 
wine firm*. ha\e labored Valiantly to 



week*. 00 a 1 1 1 1< i u 1 1' ciiK'irti tin- next 
four. tO ci 1 1 1 1 1 > it 1 1< niH'iits diinu^ tli>* 
final vveck-. Or you iua\ find a 20-.KI- 

00 r < d ii t i < » 1 1 - 1 1 i | > in another market. 

\\ bill* l.'i-weck s, liedulrs air i dim- 
iiioii i \ ti-ed, -boitei , ~i'llin p i -ca-oti« in 
-ome maiki-t- may reipiirc onlv 10 
week- of air advertising. Or the sale* 
< yelc nia) require a l.~-vverk < ampuigii, 

fdiifio xtifiirfif i»it: .Nort \\ \ner de- 
fines siituiatiou a- -lurting with from 
.'JO to 10 announcements per week. 
I hi- due- not mean that -mallei -eheib 
nle- are not used, -inee there i- often 
quite a spread u-uall) caused by a 
simple lark of Miotic) between the 
theoretically ideal and the reali-tically 
possible. 

"We try to achieve market satura- 
tion through saturating the audience 
of as man) stations as the budget for 
that market permits," savs Wvncr. "If 

1 had $1,000 to saturate a market. I 
would buv a- man \ station- a- I could. 
But 1 would want to saturate the audi- 
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New package (left) features familiar opening jo successful jingle, lends ilself lo in-store 
merchandising in cooperation with dealers prompted by siaiion-' mi"innary ^ork 



Sale* Manager Meyer H. Robinson (above), 
Emil Mogul's ISori Wvner head ad drive 



induce wide consumption of wine 
"coolers"' during the summer. Manis- 
chewitz is still a fall-winter-spring 
seller. 

But within the season there are cy- 
cles, carefully measured in each mar- 
ket. Monarch tries to make each sched- 
ule match the sales curve, to employ 
maximum frequency at the time of the 
sales peak. 

For example, in a given market the 
sales peak may be reached in the mid- 
point of the spring season. A typical 
Monarch 13-week drive might call for 
20 announcements durins the first four 



ence of each station I bought rather 
than buving as main station- a- there 
were in the market." 

In other words, where radio i^ con- 
cerned. Monarch would rather do a 
thorough selling job on one station « 
audience, though it may be a small one. 
than scatter its shots over a big audi- 
ence. Reason goe* back to the theory 
of radio u*age as employed in the 
Monarch case: radio s effectiveness for 
wine is believed to be a function of ad 
repetition. This means that it is not 
primarily the penetrative power ol the 
i Please turn to pa^e 71 I 
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JACKIE GI.KASON (SHOWN PEERING INTO F.I.KCTROMCAM ) FEELS TV-FILM CAMERA OFFERS ADVANTAGES OF BOTH ElV.Fi, FfLM METHODS 



Heel roiikim: how fast ? 



how much ? how sood ? 



Dii >Ioni's tv-film camera is being tried by a 
wide variety of both program and eoimuereial 
producers. Its claim of economy looks good 
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Jf lie livo-vs.-filui argument mi tv lias 
waxed hot almost from tin* i !»♦*** j*l I « »i l of 
commercial video. 

\ow, tin; proponent* tri Elirtinni- 
caul. Da Mont's film-tv camera, mine 
along ami say the whole thing is aca- 
demic. Eleclronicaui, »a\ it- »n p|>«>rl- 
crs. has advantages of both film and 
the tv. 

The live-vs.-fihn battle 1ki< been 
^aged along these lines: Those who 
earrv the banner for live t\ n>e such 
tcrins as "spontaneity ."' "pre«**ittv.*" 
'"the living theater." In other words, 
live tv means the excitement of watch- 
ing something at the moment it is hap- 
pening. And, live t\ is initially move 
economical than film. 

The pro-film legion points out that 
film ofTers a more polished product 
through elimination of fluffs, poor 
shots, poor staging: a more varied 
product through use of outdoors, a 
more profitable product through earn- 
ings on reruns. 

How does Elect ronicaiu combine the 
advantages of both live and film? 

Basically, in two ways, say its sup- 
porters: 1. It provide;, film as an end 
product, yet is cheaper than conven- 
tional film production methods.. 2. It 
permits staging in the manner of a live 
show and thus gives a spontaneous air 
to programs shot with Election icani. 
I As w ill be pointed out later, the idea 
that Electronicam allows staging "in 
the manner of a live show" has got 
l)n Mont in the middle of a jurisdic- 
tional hassle between two unions.) 

Though Electronicam has got wide 
notices and evoked much interest in 
advertising and production circles. 
sponsor editors found many miscon- 
ceptions about what this tv-fihn cam- 
era system can do. So here's a brief 
description of what Electronicam i>: 

Technical problems aside, the basic 



ideti of Elei Iroiiieaui, which is the 
brain-child of Du Mont's James E. 
Caddigan, is really quite simple. It in- 
volves mounting a film camera and a 
t\ camera -idc bv side. Until camera-, 
however, use the satin* len». 

Actually, that'-, all there i- to it. Hut 
it should become evident to anyone 
familiar with tv camera < hains, and 
film camera- that certain advantages 
are apparent right awav. advantages 
that neither the t\ nor film, camera can 
hoa-t of if n>e<l alone. 



Kleetroniciilli iii brief 

NOW FAST? 

I'xeeuthe producer of "The 
I timey iijonneri" says rehearsal, 
final (Hining i-n't any lonper 
than the live- version 

now mi cu? 

Production ro-t* of the 
(ilea-on -how run about 
cheaper than film, 
l)iit 10% more than live 

now coon? 

Cl ii iii that Cleason show 
on film looks like it 
i- live doe* not convince tv 
critics and some admen 



In the first place, the use of a com- 
mon lens means that the picture 
picked up by the tv camera and the 
picture picked up by the film camera 
are identical. This is made possible by 
splitting the light beam coming 
through the lens I don't ask how) so 
that one part activates a tv image and 
the other exposes film. 

From the t\ camera's point of view, 
something is added: a permanent tv 
picture on film. 1 his could be done 
before with a kinescope recording but 



kiue quality cannot compare with a 
film exposed dire* lly . 

from the film cameras point of 
view, something is also added: an elee. 
tionie view finder or monitor, film 
cameras have \ iew finders but (I ) they 
are small. (2) the actual picture being 
exposed oil film cannot be seen while 
the camera is "lolling"' and l.'ij only 
the cameraman ran u-e the v iew finder 
during the shooting. \\ ith a tv cam- 
era ( bain, the cameraman has an ele< - - 
tionic image of what is being picked 
up (and exposed oil film) ami s () does 
the director of the show \ ia a monitor 
in the control booth. \nd. not »o in- 
(identally. performers ran also see 
themselves in action l if onlv out of the 
corner- of their eyes) with tv moni- 
tors on the set. 

'1 he advantage of a monitor i* not 
only that it permits the dire* tor to see 
what is being exposed on film but how 
it will look on a home tv screen, for 
his monitor is nothing more nor less 
than a home tv screen. 

One more thing. \> in live tv show-, 
more than one < amera is ti-ed. This 
gives the director a choice of angles or 
film shots. Most important and this 
is the heart of Ele< tronicam s econ- 
omy — it allows, a* in live tv shows, a 
continuity of action and does away 
with stopping the cameras and labori- 
ou-ly setting up for another shot. 

Ill eel ron Semii t*<*x tills: The theorv 
of Electronicam s economy is one 
thing. Are the actual results another? 

Three widely different types of pro- 
grams have already been filmed with 
Electronicam. offering admen a wide 
field for comparison, A number of 
agencies have also shot commercials. 
Attention has been centered on Jackie 
Gleason's The llone\mooners (which 
{I'lease turn to ]>age 82 I 




Three cameras film "The Hone> niooner-" contin i- 
oti-ly. Only major break i.= to reload film in caniera- 

>how director derides from control hnoth monitor- 
which camera ?hoi will appear on kine editinp master 

Viewer with kine pditing nia-trr helps editor pii k 
out which one of the three -trips ,,f film corresponds 
to shot chosen by director during filming of procram. 
^oinetimps it i- derided to substitute another and 
better -hot for the one chosen by -how'- director 
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The great debate on 
network show control 



Behind .scenes these are the issues being argued 
by admen, packagers and the television networks 



o ne of the great revolutions of the 
television era has been the assumption 
of responsibility for creating and con- 
trolling a high proportion of their own 
programing by the television networks. 
This step gives the networks the oppor- 
tunity to move fast when changes in 
the program lineup are necessary to 
meet competition. And, say the net- 
works, it is a way of assuring that a 
balance of programing is maintained. 

Advertisers and their agencies in 
recent years have accepted the new 
pattern, some enthusiastically and oth- 
ers reluctantly. Among the reluctant, 
debate continues with some expressing 
new hope that the advertiser who wants 
to bring in his own show will have 
more opportunity to do so now because 
of the stellar success of one indepen- 
dently produced package, $64,000 
Question. 

To provide a balanced report on the 
usually behind-scenes discussion of 
network programing control, SPONSOR 
took two steps: (1) Got from the net- 
works a breakdown on shows they con- 
trol and '"outside"' shows. This ap- 
pears at right. And (2) conducted a 
series of interviews with executives 
whose views reflect every shade of 
opinion. Presented in a sequence 
which frequently gives one side the 
opportunity to answer the other, the 
quotes below are the reader's ringside 
seat at the great television programing 
debate of 1955. 

Debate starts with the question: Can 
an outside show get on the air today? 

NETWORK: "Definitely! We want 
good shows. You bring us a program 
that's an audience getter, and you've 
got no problem. A successful program 
is worth a lot to us. not only in its 
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own timeslot. but as an audience build- 
er in the adjacencies. We don't care 
who brings us such a program, or 
who controls it. We want it!" 

SPONSOR: "The networks have sur- 
rounded themselves with a brick wall 
called Nielsen and we can't get through. 
We don't sell to everybody. Our prod- 
uct is bought by a select few and we 
need a program that will reach this 
group. We're looking for audience 
composition. But they block us." 

PACKAGER: "We've got three pro- 
grams tailored to the needs of certain 
sponsors, and we've got sponsors who 
want them. But the networks won't 
make time to try them out. Conse- 
quently we can't sell the programs. 
If things don't change, we'll be out of 
business." 

NETWORK: "Any packager who's 
got a good property can come to us. 
We won't only listen to him. We'll 
spend money to put his show on film 
or kine and we'll go out of our way 
to try and find him a sponsor. We've 
bought more independent shows than 
those developed by our own people.'' 

PACKAGER: "There is bound to be 
a general re-evaluation. Look at the 
ratings and reviews some of those net- 
work-produced or -controlled 60- and 
90-minute wonders are getting. The 
audiences won't go along and neither 
will the sponsors. As soon as they 
find that one or two announcements 
stuck into a giant program don't sell 
their merchandise, they'll come back 
to us. They'll have to!'' 

SPONSOR: "I want a program to be 
identified with my product. 1 want 
(Please turn to page 90) 



WHO CONTRiL 



SOURCES; List at ffl 
it-as obtained from the 
net* iket'txetyrA- O} 
Hi t total network hour; 
n iittlr ttTt'r itne-half- 
12 t\/> hours' — ore netir.\ 
l iintroUrrf. Client t ngi'i 
ttr parka get toil trot the 
remaining 4l9\/t hour* 



ABC 



80 

NETWORK 
CONTROLLED 
HOURS 



CBS 



NETWORK 
CONTROLLED 
HOURS 



NBC 

180V> 

NETWORK 
CONTROLLED 
HOURS 




WORK TV PROGRAMING 



Red type: progroms networks control (though they moy not be the actuol producers) 
Block type: programs outside packogcr, ogency or client controls 





PROGRAM 
BREAKDOWN 



r.mn': 

■nth For Today 
.Hcrc Press 
run Pike 
ajx-r Circus 
iu Asked For It 
iimuio Mini Festival 
inner of a Lifetime 
•.I Muck 



irki-v Mouse Clnl) 
tiklu, Fran and Ollie 
lui Daly, News 
>pprr 

*ader's Digest 
res tone Hour 
jfh Mack 
idic. Hjorizojls 

VESDAY: 

lifnicr Hros, Present* 

vatt Earp 

mm for Daddy 
nl'out Cavalcade 

itside USA 

EDXESDAY: 

-neyland 
GM Parade 
ajqucradc Party 
reak the Dank 
ed. Night Fights 

I 

HI' USD AY: 

>ne Ranger 
shop Sheen 
op The Music 
ar Tonight 
iwn. You Go 

n Tin Tin 

f/ie <£ Harriet 

ossroads 

lllar a Second 

ic Vise 

he) * Alhert 

ITURDAY: 

.ark Jubilee 

and Ole Opry 
iwrcnee Wclk 
fmorrow's Careers 

PPLEMENT: 

atnre Horserace 



CBS 



PROGRAM 
BREAKDOWN 



SIM) AY: 

Wild Hill lliekok 
\\ inky Dink iV: ^ mi 
Contest Carnival 
Let's Take a Trip 
.Now and Then 
Fan* the .Nation 
Omnibus 
I -assic 

Jack I trim? 
I'M. Secretary 
Ed Su Hi vn u 
CF. Tli cat re 

Alfred Hitchcock Theatre 
Opening Night 
What's Jlv Line 



MOSS' DAY s 

Garry Moore 
Arthur Godfrey Time 
Strike It Rich 
Valiant taidy 
Love Of Life 
Search For Tomorrow 
Guiding Light 
Jack I'aar 
Welcome Tra\cllers 
KolxTt Q. Lewis 
Art Linkletter 
Dig Payoff 
Hoh Crosby- 
Brighter Day 
Secret Storm 
On Your Account 
Douglas Edwards, News 
Kohin Hood 
Hums & Allen 
Talent Scouts 
I Lo\e Lucy 
December Bride 
Studio One 

TUESDAY: 

Name that Tunc 
Navy I^og 

You'll Never Get Rich 
Joe & Mabel 
Red Skelton 
Sr,l,000-Qncstion 
Favorite Ilushand 

WEDNESDAY: 

Darker Hill's Cartoons 
Itra\e Eagle 

Arthur Godfrey it Friend* 
Millionaire 
I "no Got a Secret 
20th Cent. Fox Hour 
I . S. Steel 



THURSDAY; (cm cantui ) 

Sgt. Preston 

Hoh Cuiltmiiigs Show 

Climax 

Four Slur Playhouse 
Johnny Carton 
Halls of Ivy 

Fill DA Y: 

New lte\icw 
M; Friend Flirka 
Mania 

Our Miss Brooks 
Crusader 

Srhlit/. Playhouse of Stars 
The Lineup 
Person to Person 

SATURDAY; 

Captain Midnight 

Tales of the Texas Rangers 

Hig 'Pop 
I.one Ranger 
Luele Johnny Coon.s 
College Football 
Gene An try* 

Heat the Clock 

Stage Show 

I loneymooners 

Two For The Money 

It's Always Jan 

Ford Star Jubilee 

Cuiisniokc 

Damon Ruuyon Theatre 



NDlj BREAKDOWN 



SUNDAY: 

Capt. llartz & Pets 
American Flint ni 
Frontiers of Faith 
Anierican Inventory 
Youth Wants to Know 
Dr. Spoek 
MtC-TV Opera 
Zoo Parade 

Hallmark Hall of Fame 
Wide Wide W orld 
Capt. Gallant 
It's a Great Life 
Frontier 

Colgate Comedy Hour 
Spectaculars 
TV Playhouse 
l.oretta doling Show 
Justice 

MONDAY: 

Ding Dong School 
Search For Beauty 
Home 

Tennessee Ernie 
Feather Vour Ne*l 



f \lmulav, SIX , ( mtttnurd) 
Mil I luce 

W ay of the \\ orld 
Mrs l I,o\e 

\\ orld of .Mr. Sweeney 
Modern Romances 
Pinky I-cc 

llowdv I) ly 

Tony Martin 
News (.iiravtin 
(liirnirV Hour 
Producer's s liowrate 
Mclir 

Itohcrt Montgomery 

Tl ESDAY: 

Dinah Shore 

Milton Hirle 

Manila Raye 

|tob Hope 

Dinah Shore 
Fireside Theatre 
Armstrong Circle Theatre 
Rig Town 

WEDNESDA Y : 

Coke Time 

Screen Director's Play liou«c 
Father Knows Hest 
Kraft TV Theatre 
This Is Your Life 
Midwestern Hayridc 

THURSDAY: 

Yon Ret \nur Life 

People's Choice 

Dragnet 

Ford Theatre 

Lux ^ idco Theatre 

FRIDAY; 

Truth or Con»cqneiicc> 

Life of Rile? 
Hig Story- 
Star Stage 

Cavalcade of Sport? 

Red Harher's Corner 

SATURDAY; 

Paul Wiiichcll 
Fury- 
Mr. Wizard 
Pre-s Box 
NCA \ Football 
Scon- board 
Perry Conio 
People \re Funny 
Texaco Star Theatre 
Spectaculars 
George Gohel 
Hit Parade 

SUPPLEMENT : 

Big Surprise 
Today 
Tonight 




Esso Standard Oil Co.! W. L. Rusher is receiving award. 
Long an exponent of presenting stories of company development 
to the public, Esso von for its news-documentary treatment 




Ford Motor Co.: Charles Beacham represented his company 
at the RAB awards luncheon. The Mitch Miller arrangement 
of "Yellow Ro<e of Texas" for the '56 Ford was winner 




Metropolitan Life Insurance Co.: Harold A. Richmond ac- 
cepts the award. Company uses an institutional approach in 
its radio commercials providing "Good Hints For Good Health" 



TOP radio 

commercials 

of 1955 

Winners in RAB poll of a din en 
include four jingles, four spoken 
messages but none use hard-sell, 
brand repetition techniques 



M f the opinions of 200 admen, radio executives and 
tradepaper editors can be taken at face value, the un- 
adorned spoken commercial is going out of favor. For 
of the eight commercials chosen as the most effective of 
1955 in a poll by Radio Advertising Bureau (SPONSOR 17 
October), not one is an old-fashioned hard-selling piece 
of copy built around frequent use of the product name 
and the invocation to buy now. 

The RAB s awards to the eight top commercials took 
place the middle of this month at its National Advertising 
Clinic in New York's Waldorf-Astoria (pictures of re- 
cipients appear these pages). They were the first prizes 
given by an industry association for radio commercials 
and the RAB hopes to make the awards an annual event. 
(Needed at this point: some form of nickname to give the 
RAB awards an identity equivalent to the Oscar ox 
Emmy.) 

Like the Oscar, RAB's awards are based on a poll of 
the industry, the people who create, air or write about 
commercials. The RAB's panel of 200 was surveyed by 
mail and wire and, from responses, RAB chose the eight 
companies mentioned most often. They were American 
Tobacco's Pall Mall: Coca-Cola; Esso Standard Oil; Ford 
Motor Co.: Metropolitan Life Insurance Co.: National 
Carbons Eveready Battery; Nestles Nescafe: and PieL 
Bros. (beer). 

Of these advertisers, four use jingles: one uses a nar- 
rated anecdote: two use what might be termed documen- 
tary messages: one uses a numerous dialogue. SPONSOR, 
in the attempt to analyze what makes for effectiveness in 
each of the commercials chosen, interviewed those respon- 
sible for their creation. SPONSOR also sought comments 
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'from (*t<'li winner on ilu* efforts of fclluw award reeipiertifc. 
The minimis which eint'ifit'd follows*; 



Amcrivun Tobuvnt (fall Mall); Agent"); SSCB; Ad 
manager: Alan Cjirrutt; T)jmj: jingle; Text: by agenrv 
stall; Mirstr: public domain ("Swtfct Betsy from Pike") ; 
Arrangement: Ralph Cnmmings 10 different arrange- 
nicnts of same song (waltz, tango, Hawaiian, swing etc.) ; 
Singer: Ralph Cniiuuiiigs; Recorded b\ : Gotham; I w: 
nationally, with saturation campaigns in .New York. New 
England, Chicago, California. 

L\ncs: I'll tell yon a story you'll never forget a story 
about )on and \our cigarette — enjoy smoother smoking, 
choose wisely, choose well smoke longer and finer and 
milder Pall Mall. . . . 

Analysis: The Pall Mall commercials are designed for 
pleasurable listening. Inserted in the middle of a d.j. 
.show, they are hard to tell from any well-orchestrated pop 
tune. The pleasant music is in keeping with the Pall Mall 
'"reward yourself" copy line which urges the listener to 
let up from the pressure of activities with a cigarette lie 
deserves (an approach which doubtless motivation re- 
search's Dr. Dichter would cite as an effective way around 
the guilt feelings of the consumer worried over the effects 
on his health of smoking a non-filter cigarette). 

The Pall Mall commercial is a song rather than a jingle 
in the sense that its smooth and full orchestration if 
melodic rather than a bouncy rhythm designed to pound 
on the memory. It's one of the many musical commer- 
cials today which are produced with all the values of a 
best-selling record and it's about as far as you can come 
from the strident sound effects of the e.t. which helped 
put Pall Mall on the map. '"On land, on sea and in the 
air . . ." went the Pall Mall commercial* of war days with 
accompanying noises and sirens. (For Pall Mall storv in 
sponsor see 23 March 1953. page 28.) 

Coca-Cola: Agency: D'Arcy: Type: jingle; Text: by 
agency staff; Music: Ben Ludlow; Performers: five male 
singers, one female singer, 11 musicians under the direc- 
tion of Ben Ludlow; Recorded by: D'Arcy; Use: nation- 
ally; Theme of campaign: '"50 Million Times a Day.'" 
(McCann-Erickson takes over the Coca-Cola account effec- 
tive 31 March 195C.) 

Lyrics: There are times every day — as you work or as 
you play — when a pause would be welcome to you. — And 
it's then that you find — the bright thought in your mind — 
that only a Coke will do — 50 million times a clay — at 
home, at work or on the way — there's nothing like a 
Coca-Cola. — nothing like a Coke. . . . 

Analysis: Here it appears that homage is being paid to 
Coke's conviction that a unique product deserves a unique 
treatment via its commercial. Sin ing away from public 
domain tunes or the well-known melodies of current hits. 
Coke hired a composer, gave him time to learn about the 
company, the product and the people who use it. The 
result is a catchy jingle, supplemented by copy which 
covers the company's current "50.000,000 times a day'' 
theme. With Coke's unique problem of increasing the 
per-capita consumption of a product, which already is 
being used by nearly everyone, the creation of a brand- 
new hit melody via its commercial appears to be con- 




Nuiioiiut ("nrliori Co.: \. J. IIoum-miuii a Hard Hon by 

i-onipain for il* human inli-r«-nl tn-aim<-l>l in il« Kvi-n-aily com- 
mercial-, wliirji tell •■lori<» about ew-rsdav iim- of ihc pro'lucl 




IScslIc Co.: Richard F. Gocbel is s< - en receiving the award 
won by Nescafe. Tlif rnniliinalion of iiiumc. and humor wilh 
a «ofl selling approach brought plaque in tin* »pon«or 
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I'iel Brothers: Harold Ma-terson was recipient of RAB award. 
Piel's series of hnmoron» lialogues between Bob and Ray 
acting part of Piel Bro«. makes selling me--age enlerlaining 



sidered effective by the voting advertising men. (See 
sponsor article 21 February 1955. page 40.1 

Kssa Standard Oil Co.: Agency: Marshalk & Pratt l)rv. 
of McC.-E. : Ad manager: Robert M. Gray : Type: research 
story, straight copy l a series t : Text: Gordon Page: Per- 
formers: copy read by local station announcer-: I se: 53 
stations from Maine to Louisiana. 

Copy: Today modern jet planes guard our -diores. But 
the heat of jet power and the cold of high altitudes made 
a problem. It was a lubrication problem. Some said it 
was impossible for the same oil to lubricate at 65 below 
zero and 450 above. E>so re:--earch tackled this problem. 

{Article continues on next pagr\ 
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TOP RADIO COMM ERCIALS ( Continued ) 

They developed an oil that did the 
impossible, and jet planes roar on. 
Es-o research has invented more oil 
products and processes than any other 
laboratory in the world. . . . 

Analysis: Here the award went to a 
company which apparently believes 
that telling the listener something of 
the goings-on behind the scenes helps 
to condition him to accept the selling 
copy. That this belief is shared by 
others appears obvious from the grow- 
ing number of firms, mostly in the 
heavy industry class, who use this 
method in both radio and tv. In the 
case of Esso this type of commercial 
lends itself to integration into its Esso 
Reporter spot radio news shows. The 
local reporter's voice is identified with 
straight news and therefore with re- 
liable information, and it is this voice 
identification, which gives additional 
impact to the commercial copy. Where 
a hard selling product-pitch might im- 
pair this impression of authority, the 
Esso approach seems to leave it un- 
harmed. (See SPONSOR 7 February 
1955, page 34.) 

lord Motor Co.: Agency: JWT; 
Northeastern Regional Sales Manager: 
Charles Beacham, award recipient; 
Type: jingle (a series); Text: Joe 
Stone of JWT; Music: Mitch Miller, 
"Yellow Rose of Texas"; Performers: 
Mitch Miller, orchestra and chorus; 
Recorded by: JWT; Use: nationally. 

Lyrics: Mitch Miller has great news: 
It's here, the '56 Ford. It's all new, 
all new for you. With styling like the 
Thunderbird and power like it too. 
You can have the Y8 engine, 202 
horsepower fine. And in this '56 
Ford, there's new lifeguard design. . . . 

Analysis: This is the fourth year 
Ford has used a known hit melody to 
announce its new car line. On the 
heels of Rosemary Clooney ("Come 
On A My House") 1952, the Mills 
Brothers (Glowworm) in 1953: and 
again Rosemary Clooney ("This Ole 
House") in 1954 comes Mitch Miller 
with full orchestra and chorus and 
"Yellow Rose of Texas." 

The Ford jingles, probably among 
the most expensive in the industry, 
because of their use of big name stars, 
seem to have become a regular yearly 
fall-feature in advertising. While talk- 
ing in detail about the product and 
its specific sales features, the lyrics 
still lean toward the soft sales ap- 
( Please turn to page 100) 
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"THERE'S ROOM 
FOR EVERYBODY" 



. . . says veteran broadcaster 
George Burbach of the network 
vs. spot competition for ad dollars 



KSD, KSD-TV, St. Louis Gen, Mgr. 
Burbach wrote article in resftonsi; (9 ^ 
SPONSOR editorial (in box beiaw) 



Your logical editorial, "Take It Eii-.y. lioys." (spon^oh 3 October l f JS5} 
is responsible for my taking pen in hiind and putting these few words down 
on paper. 

Twenty-five years ago radio was as young as Hector's pup, and I was the 
advertising director of the St. Louis fosf-Disixttrh. In those days, radio 
attracted the attention of this natifiii's ablest advertising and marketing 
people . . . including many of my best friends. 

More than a few of these advertisers and their agencies sincerely felt that 
magazines, billboards, and even the dai!>- newspapers would be hard put to 
retain their share of influence. As they put it, "There just isn't room for all 
of them . . . along with radio." 

In the late 30's the picture changed.' The total anverti.sln« dollars spent in 
newspapers, magazines, and billboards rose In an all-time high . . . AND 
RADIO CONTINUED TO GROW! As history is measured, it took die 
American public a very short time to iirinrr in their verdict that "There's 
room for everybody." 

About 10 years later, in '47, another new marketing-advertising tool fame 
down the pike. Yes, television sure changed "the old picture." Radio — nm* 
grown to manhood— was hardest hit by advertisings new electronic wonder; 
profound as were these effects, it is a tribute To radio's fundamental and 
undying values that the impact brought about by television was not greater- 
Many of us expected it to be so! 

What of the future! Most of us agree, I am sure, with Sylvester (Pat) 
Weaver that "self-sustaining radio networks are indispensable to the over-all 
radio picture." Aided generously by their affiliates and in cooperation with 
them, it seems to me the networks are now making progress in coming to 
grips with their sales and programing problems. 

There is concern on the part of some leading national sales representatives 
and some station owners that the expanded network spot program carriers 
will reduce national spot income. Perhaps so, temporarily. Let's remember, 
though, that many important national and regional advertisers, perhaps 90%, 
never bought network radio or national spot. 

Radio is a great medium . . . the finest buy many a national advertiser 
can make. Both network and national spot flexibility now gives these adver- 
tisers a new "test pattern" — the results of which radio can confidently look 
forward to. 

Local advertisers have made a "discovery." It is that radio can move their 
goods and services at a modest cost that yields them a profit. 

Isn't this another proof of performance that "there's room for everybody" 
. . . including radio and the yet-to-be-born successor to television . . . 
whenever it comes along and whatever il is. 



■ 



TAKE IT EASY. BOYS 



This is a peculiar period in the 
strange career of radio on the na- 
tional front. 

This is on interim period. Week- 
day, the Monday through Friday 
offspring of Monitor, has not yet 
made its bow. The other network 
hopefuls, all wedded to the strategy 
of commercial flexibility and partici- 
pations, are still to prove their 
mettle. 

So this could be a quiet period, 
albeit active in sales planning and 
preparations. This could be a busy- 
bee period both for station represen- 
tatives and networks. 

But no. The void must be filled. 
So network attacks network. Reps 
attack networks. Networks attack 
reps. The free-for-all is on. 

Is this healthy for radio? 



Nol 

Does this help the advertiser un- 
derstand the crisis through which 
radio is passing? 

Nol 

What does the advertiser think 
about all this / 

His only thought. "Things are 
pretty messy in radio. Must be a 
pretty unhealthy situation. Well, I 
have other things to think about. 
I'll think about television, news- 
papers, magazines, and billboards " 

Can you blame him? 

Take it easy, boys. Radio is a 
great medium. At spot rates, or 
otherwise, the finest buy many a na- 
tional advertiser can make. We can 
disagree without disgusting the in- 
nocent bystander. Don't sell radio 
down the river. 



Editorial from 3 October 1955 SPONSOR 



Ith luiiiiuf Form .Sim- I ion 




Highlights of 1955 farm ait* section 

Farm radio-tv is big business. Literally 
hundreds of stations in U.S. and Canada run 
some farm programing each tveek, according to 
sponsor's "Buying Guide." This year's farm 
issue tells what kind of firms support this 
immense amount of farm programing, as well 
as tcho doesnt. Also discussed is the view 
of big national accounts toward farm radio-tv. 
A veteran buyer of farm radio-tv gives the 
benefit of his experience in a frank, recorded 
interview. A seller of farm radio-tv gets in 
his licks, too. The how and why farm air media 
can sell is described in a story about the 
station farm director, a programing keystone. 
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Arc a tl in on tuo pr«i\ incial 
about farm radio anil tv? 
Few consumer ail\ ortiscrs 
use farm air media 

Buyer and seller speak in 
qucstion-and-aiiswer in- 
terviews* on farm oppor- 
tunities and farm radio- 
tv problems 

Itcisnn farm programing 
is economical is to he 
found in greater. than- 
usual sales effectiveness 

Farm radio and t\ results 
capsuletl liere show Iinvv 
clients of many t>pes get 
sales impact from air 



Listings 



in tliis section 
include criiss-seotiun of 
farm stations. 20-state 
hreakdiiwii tv ownership 



page 44 



page 46 



page 48 



page 50 



page 103 
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Ire admen 
provincial about 
f arm radio-to ? 

Madison Avenue takes ivory lower 
view of farm air media, say experts 



j%M. asscd in review at right is a world of radio and tv 
which few Madison Avenue practitioners know about first 
hand. 

It is the world of farm radio and tv, a specialized field 
which requires as much know-how as any facet of air ad- 
vertising, a field which has been providing results to adver- 
tisers for more than two decades. 

It is a big world with more U. S. stations having some 
farm programing than not having any, with a market of 
about 22 million people and $15 billion in annual income 
^not including people whose economic interests are close- 
1) allied with the farm population. 

The gulf between this world and Madison Avenue is 
more than geographical. For few consumer products on the 
national level have begun to make use of the high impact 
and audience selectivity of the farm radio and tv program. 

This was one of the standout facts in sponsor's surve) 
of farm air advertisers for its 4th annual farm radio and 
tv issue. The survey covered farm programs on stations in 
every state of the union and was supplemented-in-depth by 
a survey supplied to SPONSOR by the National Association 
of Television and Radio Farm Directors. 

The medium so thinly used by national advertisers con- 
tains literally hundreds of stations with farm programing. 
I he extent to which farm shows have become a part of 
station scheduling is dramatically illustrated by figures in 
sponsor's 1955 Bayer s Guide, covering outlets in both the 
U. S. and Canada. 

Fully 70% of the radio stations responding to question- 
naires for the Buyers Guide reported they scheduled some 
kind of farm programing each week. The actual total was 
1.531. of which 679 ran five or more hours a week of such 
programing. In 1954, 64% of radio stations responding 
scheduled at least one farm show. 

In tv, 56% of the stations reporting — or 205 stations — 
said they had regularly scheduled farm shows. This com- 
pares with 48% in 1954. 

Obviously, with this pattern of growth there are plenty 

(Please tu'rn to page 136) 
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FEW BIG-CITY ADMEN SEE FARM RADIO- V 

Station farm: Many stations own their own farms, air shows direct 
from them. Here, WLW, Cincinnati's RFD, Bob Miller (center) dis- 
cusses show qualities of prize animal at WLW's "Everybody's Farm"' 

Sales ability : Shirley Anderson, right, WAVE-TV, Louisville farm 
director anil Paxton Marshall, farm manager discuss farm video show 
while Cameraman Bob Roth watche-. Show sold $41,000 Hereford 

New Yorker: Few admen think of New York city as a site for farm 
broadcasting. But farmers and suburbanites in the area regularly 
tune to Phil Alampi's farm and garden shows on WRCA, WRCA-TV 

SPONSOR 





n»\ HERE'S AN - ARMCHAIR TOUR" OF THE DAILY LIFE OF FARM BROADCASTING 



Prizewinner: P. A. iMigg, manager of VikY-T\, Oklahoma City 
was presented with scroll award for station's role in making land 
judging a means of teaching importance of careful use of -oil 

leadership : Farm outlets and broadcasters are leaders in commu- 
nity affair-. KWKll's Jack Timmons served as instructor at meet- 
ing* of Future Farmers of America as part of station's farm role 

Travelers: KC.MO's Faim Study Tour group toured Europe, met 
the Minister of Agriculture in Paris. Farm Director Jack Jackson 
made tape-recorded interviews, reported to listeners at home 

31 OCTOBER 1955 



Demonstration: Television has given visual dimension to farm 
broadcasting. Here, -Ution KXJB-TV compares quality of grand 
champion Hereford with one that topped its cla-- hack in '31 

Congressional: Farm reporters Burt Johnson and Guy Pophani of 
Galveston-Houston's KGLL-T\ interviewed Congressman Clark 
Thompson as he left for exten-ive tour of farms in the Southeast 

Cabinet: Secretary of Agriculture Ezra T. Benson chats with 
Conway Robini-on, ^ BAL. Baltimore, farm director in one of the 
Baltimore outlet's frequent farm-slanted \s"a=hington interviews 
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looks at farm air media 



In recorded interview John Dow, Hozell & Jacobs, 
Omaha, vice president, here presents views based on 
15 years of supervising accounts with big stake in air 
media, including Staler Mills and Gland-O-Lac Co. 



Just how do you buy farm radio? 



A. 



Our basic theory in farm scheduling is that, first, 
we prefer programs over announcements; second, we pre« 
fer noontime, between 12 and 1 o'clock over any other 
time. If we can't {ret noontime we buv earlv morning time. 
We don't like anything earlier than 6:30 and we don't like 
anything later than 8:00. We have a strong feeling that 
programs are actually cheaper than announcements, based 
upon their effectiveness. 

Wherever possible we like to buy a program which fea- 
tures a local personality. Usually, the farm director of 



the station. If he is not available we try to buy time in a 
block which either precedes or follows one of his programs. 
Frankly, most of our programing is of the "talk" variety* 
farm commentaries, market reports, weather, news s 

Frankly, too, we think that this program has some dis- 
advantages. Farm program today has a weakness: there is 
too much talk and not enough music. We would like to see 
farm stations develop more musical shows; by that I don't 
mean the old fashioned hill-billy type music, but popular 
music; the same kind of music that appeals to the town 
and city audience. 

At the same time I don't think such music should be kept" 
to the top 20 tunes as is the case in so many of the music 
and news stations in the metropolitan areas. I know of 
several very r successful music shows which have been on 
the air beamed toward farmers for a number of vears; I 
think more could be produced and sold to farm advertisers, 
although I must admit it's going to take a little harder 
work on the part of the stations' sales force because it's 
obviously easier to sell a talk show than a music show. 



Tom Rugland is in a good position to reflect the 
viewpoint of those who sell farm air media. He is 
farm director of John Blair & Co., radio representa- 
tive firm, headquartering in Chicago. And he is a 
veteran executive of stations in farming regions. 

^ Is there a trend toivards increased use of farm 
radio by consumer products advertising? 



A. 

Not yet. During the past few years, farm radio 
has been growing in importance, both from the standpoint 
of the consumer and the advertiser. They are still too far 
apart. However, all indications point in the direction of a 
much wider use of farm radio for consumer products in 
the near future. In other words, the "trend" has not yet 
become established, but we are most certainly on the 
verge of it. 



With the attention that enterprising stations have been 
giving to their local programing during the past few yearSj 
farm programing, for many stations, has had a consider- 
able amount of development work done. It stands to rea- 
son that this improved farm broadcasting will help attract 
more consumer product advertising because it is sound 
programing and has a record of proven sales effectiveness. 



Do you- feel more consumer product advertisers 
would do well to use special air media campaigns directed 
at farmers? 



A. 

Definitelv. It is common knowledge that farm 
families buy consumer products in larger quantities than 
urban families. It is my opinion that special air media 
campaigns directed at the farm audience would result in a 
considerably higher sales unit — per dollar spent, This 




A ijjjjjjjljll looks at farm ait* media 



Tom Ragland (left) at farm meeting 
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^ litis there been a trend that you've noticed toward 
use of farm rndio and tv by ronxurner advertisers? 

Frankly, I don't think there lias been a definite 
Ireml in this direction. However, I (It) know that farm 
radio .stations have henefited from a widely held theory 
Liming the past few \ears that television did not reach 
formers. 1 feel strongly that this is not true. I know from 
riiv own experience fanners do have television sets and do 
iviiJrh television and that their pattern of radio listening 
Mid television watching is very similar to that in the city. 
] do also think that most nonfarm advertisers could do a 
mure effective job, particularly in strong agricultural areas, 
by making greater use of farm air media. 



Do you notice advertisers making mistakes in use 



of jtirm air media? 



A. 

1 feel that advertising in farm media, either air or 
print, could profitably be slanted more directly toward the 
runner. 1 think, for example, that advertising of ordinary 
food and drug products in farm media should take into 
consideration certain basic differences between living on 
a f;irm and living in town. 1 would also like to point out 
thai while 1 think advertising copy for farm media should 



opinion is based on the history of responsiveness of farm 
radio audiences to advertising on radio stations providing 
good farm service features and entertainment of the type 
enjfned by farm audiences. 



// you had to boil down the best tips on how to 



reach the farmer to six points, what icould they be? 



A. 

I 1. Careful study of all available information per- 
taining to farm audience listening habits and to farm char- 
acter of the area served by stations. 

2. Scheduling on a market-by-market basis as opposed 
la a set national pattern because listening habits vary and 
there is no "one best time" which will hold true across the 
country. 

3. Effective farm radio campaigns are long range, usu- 
ally 52 weeks. In addition to frequency benefits, the ad- 
vertiser retains the valuable association of a top farm 
personality. 

■I. The advantage of local impact is afforded by use of 
local personalities, gaining the prestige and loyalty of their 
local following. Most outstanding farm radio successes 
have come from live copy done locally. 

5. Copy should be prepared with farm audience appeal 
considering that today's farmer is primarily well educated 
ami interested in honest, factual information about the 



he slanted toward the farmer, it would he parti< ularl) mi- 
wise to talk down to the farm reader or listener in an\ wa\. 

Our quick example that comes to mind of the difference 
between farm living and eity living Conld he, for example, 
the commercial devoted toward the use of s-otip for chil- 
dren's school lunches. In the eity. < hihlreii n-nallv come 
home from school for I run h. On tin; farm the) go a long 
way to school, and take their lunches with them. S< liool 
lunches on the farm consequent!) are no problem, they 
don't exist, lou'vr got to keep the way of life in iniud or 
fall on \onr face when \on j»u to sell the farmer. 



A. 



What is the right way to sell to the farmer? 



One of the basic and most common characteristics 
of the farmers I've noticed is that they all have a certain 
{I' lease turn to page 133) 




Hoth buyer and seller agree on this point 

Picture above of barn tlance performer is way rural group* kid 
selves. But advertiser who looks at today's farmers as hayseed is 
on wrong trark. Farmers are businessmen, mu't be sold as such 



product and how it benefits him and his family. 

6. Merchandise campaigns to dealers. Use vour farm 
service feature to full advantage. 



) What are the types of information most adver- 
tisers and agencies most frequently request? 



Advertisers and agencies, whose interest and ap- 
preciation of farm broadcasting are at a high level, seek out 
a good deal of important, vital information such as: 

A. At what hours are farm programs? 

B. Who are the farm personalities? Describe. 

C. Give ''proof of performance'' success stories. 

D. Give effective coverage of station. 

E. Give general farm market information. 

F. Availabilities. 

G. Cost. * * * 
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Why farm directors sell more p 

High radio saturation, increasing' farm tv homes assure circulation; confident - 



jJJadio-t\ farm directors talk the 
fanner's language on the air as inti- 
mately as if tliej were swapping in- 
formation over a hack fence. And, 
they know what they're talking about; 
most of them are professional farmers 
themselves, and not professional sales- 
men. When they sell a product, it 
carries a priceless personal endorse- 
ment that can t he synthesized on 
Madison Avenue. 

Rut no amount of personalized sell- 
ing will do the trick unless there's 
sufficient circulation for the ad media 
used. Again, farm radio and tv score 
high. Electronics are as much a part 
of modern farm life as they are of 
hig-city living. 

• Radio: There's practically no such 
thing as a farm home that doesn't 
have one or more radio receivers. 
Every recent survey, from the last NCS 
study to the latest checkups by sta- 
tions and independent researchers, 
shows that radio ownership on U.S. 
farms is well over 95% — a closer guess 
might be 99%. This doesn't mean sev- 
eral million one-set homes, either; the 



average farm home today has at least 
two radio receivers. Often, it has 
more. 

Radios are likely to be everywhere 
on a large farm — on tractors, trucks 
and cars; in barns and farm buildings: 
in kitchens, living rooms, workshops, 
basements, bedrooms. 

• Television: Rural electrification, 
more leisure time, the steady spread of 
tv beyond its pre-freeze big-city con- 
fines — all these have brought tv within 
electronic reach of the farmer. Lower 
tv set prices and substantial farm in- 
come has brought tv within reach of 
the farmer's pockelbook as well. 

A nationwide study by the U. S. 
Census of Agriculture — in which about 
one out of every four or five farm 
homes was checked — shows that farm 
tv saturation today is climbing up to- 
ward city levels. 

• Tuning pattern: When do farmers 
listen to their radios? When do they 
watch tv? 

This seems to be the pattern: 
Farm-slanted radio shows reach 



their biggest audiences — usually the 
whole family — just before breakfast s 
and again around the noon hour. 
Farm housewives continue to listen 
during the mornings and afternoons. 
Radio-only homes dial strongly during 
the evenings. 

Television becomes an increasingly 
important part of daily farm life with 
the noon meal, although there are a 
few- examples of morning tv shows at- 
tracting farm audiences. The major- 
ity of farmers prefer their farm radio 
shows in the morning, some like them 
at noon. But. when it comes to farm 
shows on tv, most farmers like to watch 
when they stop work for the noon meal, 
or at suppertime. 

The general result : Farmers start 
their workdays earlier than most city 
folks, snapping on their radios almost 
as soon as they rise. Radio follows 
them at work, with auto and vehicle 
radios, portable and outside-the-home 
sets. Thus, according to Nielsen an- 
alysis of county-size listening, farmers 
spend some 25% more time with ra- 
dios over the week than do city folk.. 



KCMSS GORDON ROTH HAS ATTRACTIVE HELPERS AT LIVESTOCK SHOW. HL'T A KARM DIRECTOR'S LIFE IS OFTEN HARD WORK 





itMicivs builds air salos 



But, where tv has become part of tin- 
farm living room, television receive* 
plenty of attention. A whopping 
100.0% of the tv-equipped farm homes 
in Kansas, for example, indicated to 
researcher Dr. Forest Whan during 
his annual study of the radio-tv audi- 
ence underwritten by WIBW, Topekn 
— that they watched their tv sets at 
night. 

Farmer* are staving up later to 
watch tv, too. A t\ pical comment on 
the change wrought In tv in farm 
life was made to sponsor by Merritt 
C. Ludwig of W01 (an ani-fm-tv out- 
let) in Ames, Iowa. Said Ludwig: 

"We believe national advertisers are 
misled by the stereotype of the farmer 
who goes to bid w ith the chickens and 
gets up at down. Most of our farmers 
do put in a long da\, especially during 
the crop season, hut they definitely do 
not go to bed at 6:00. The average 
adult in a farm home in this area 
doesn*t go to bed until 10:15 or 10:30 
p.m. which means there is an excellent 
opportumtv to reach him during news 
programs as well as other late evening 
tv periods. 

Those are the broad patterns of farm 
radio-tv today. 

To get a closer look at the details, 
since the media are primarily bought 
in spot fashion to reach fanners, isn't 
easy. Only a few- advertisers — like 
Purina — have the time and personnel 
available to make a swing around the 
country, observing the latest program- 
ing and commercial trends. 

SPONSOR, therefore, presents the fol- 
( Please turn to page 121) 



"Studio'* is often outdoors 

Traveling hundreds of miles weekly to 
conduct tape-recorded interviews, radio-tv 
farm directors are always on the go. Top to 
bottom: Ted Mangner, farm director of 
KMOX, St. Louis interviews sheep raiser; 
Farm Directors Jay Gould (ITOITO) and 
Herb Plambeck (WHO) chat at plowing 
contest: Dewey Compton of KTRH, Houston 
seeks out a Texas farmer to get on-the-spot 
information for his audience. RFD's them- 
selves are usually farmers or former farmers. 
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Farm radio-lv results 

Capsuled case histories show sales ability of radio 
and tv beamed to prosperous U.S. farm families 



JP^arm-slanted radio and tv inform, 
educate and entertain — but they are 
often at their best in the role of star 
salesmen. 

The loyalty of farm audiences to 
farm air directors and stations that 
serve agricultural needs pays off for 
many products and services. 

The capsuled "success stories" that 
follow, rounded up by SPONSOR edi- 
tors from the many submitted for this 
annual report on farm radio-tv, detail 
the role of the farm air media in sell- 
ing a wide variety of items — every- 
thing from a sale-priced shirt to a 
prize bull worth more than $40,000. 

They help illustrate the fact that 
U. S. farmers, although fewer in num- 
ber, comprise an above-average mar- 
ket for both farm-use and regular con- 
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sumer products for the farm home. 

They also help explain the longevity 
of many farm radio and tv contracts. 
The Texas Co., for example, has been 
a program advertiser (current sched- 
ule: six 15-minute newscasts weeklv) 
for 25 years on KFBB, Great Falls, 
Mont. Keystone Steel & Wire Co., one 
of the largest manufacturers of fenc- 
ing, has also been a farm air advertiser 
on WLW, Cincinnati, for 25 years. A 
few others: Sioux City Stockyards has 
been on WNAX, Yankton, S. D., for 
17 years; DeKalb Agriculture Assoc. 
(baby chicks, seed corn) has been on 
WIBW, Topeka, for 15 years; Carbola 
Chemical has been on WRCA. New 
York farm programs for 10 years; 
Rodman Chevrolet Co. (cars, trucks) 
has been using farm shows on KFRE, 



Fresno for five years. And so on and 
on. 

Generally speaking, farm buying is 
more cautious than in previous years. 
But, the buying is certainly there — 
particularly when farm radio-tv iS 
doing the selling. 

Farm feeds: An important consump- 
tion item on almost any farm is feed 
for animals or domestic fowl. Almost 
every major feed company, therefore, 
is a heavy user of farm radio through- 
out the U. S. Many, like Nutrena 
Mills, have been on the roster of farm 
air clients for 10 years or more, relying 
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I' 1 unit seclUtn continues on p«?/«' 



Uow many farm hoars do radio stations program? 

A state-by -stair list of stations, together with the unrulier of 
hours devoted to farming subjects begins on page ]()3. 



How many farms hare television? 

Beginning on page II<>: a count) -b) -count) tall) of (I) the number 
of farms in the counli), (2) the number of farms with ts and 
(3) the percentage of tv farms in each count). 



heavily on local radio farm directors to 
Leep product sales active. 

Frank Berry, advertising director of 
Nutrena Mills, recently wired KWKII, 
Shreveport's Farm Director Jack Tiin- 
010ns when the feed firm started its 
fourth contract \ear on Tinunons* 
noon-time farm show: 

"For the first seven months of this 
year, sales in ) our area were up 21'/< 
over the same period of last year." 

Further commendation for KWKIFs 
sales ability was offered at about the 
same time by Kalph Smith, Nutrena 
Mills territory manager for a five- 
parish area in northwest Louisiana: 

"Nutrena feeds have enjoyed a nice 
sales increase in my territory. 

"There is no one factor responsible 
for the increase, but it is the result 
of a combination of forces working 
together — quality product; factual, ag- 
gressive advertising; service-minded 
dealers; farm calls and the use of farm 
radio advertising. 

"I am blessed in having all of these 
forces working. KWK11, with Farm 
Director Jack Tinunons, is doing an 
excellent job for us. Jack's thorough 
knowledge of agriculture, along with 
his unique method of working adver- 
tising and agricultural material to- 
ts o 

gether, plus personal contact with 
customers in my territory has made 
him a very effective farm director. I 
am a firm believer in farm radio adver- 
tising, but to be effective, it must be 
thorough, factual and consistent." 

Fair exhibit: Not long ago, Ralph 
Kirkham & Sons, of Powell, Ohio, re- 
ported to WRFD, Worthington, Ohio 
and Farm Director J. D. Bradshaw 
on the results of a farm radio cam- 
paign. The schedule had been run 
on WRFD in connection with a Kirk- 
ham exhibit at the Ohio State Fair 



showing new types of farm buildings. 
Said the client: 

"1 thought you would be pleased to 
know the results we obtained from the 
announcement we ran over WRFD 
calling attention to our exhibit at the 
Ohio State Fair. 

"As a direct result of these an- 
nouncements we were swamped with 
prospects at our exhibit. Better yet, 
these announcements resulted in 10 
immediate sales for construction of 
our Pole Type Farm Buildings. 

"Plus this we now have 50 more 
very live prospects, the greatest per- 
cent of which we believe will result in 
sales. 

"In all of our advertising experience 
we have never encountered such out- 
standing sales results." 

Razors: People don't usually think 
of "farms" when they think about San 
Francisco, one of the nation's most 
cosmopolitan cities. But drive out of 
the city, and in a few minutes you're 
in the center of farming. In fact, the 
northern California market contains 



six of the top 22 agricultural counties 
in the U.S. These six counties ha\e 
a farm income from as many as 230 
different commercial crops that is 
greater than that of 26 whole slates. 

Small wonder therefore that farmers 
in the area are alert to products sold 
to them on farm-slanted radio shows, 
such as the Farm Review show of 
KCBS, directed by Cordon Roth. 

When Cordon ofTered Durharn- 
Fndor razors to his listeners, he re- 
ceived requests from 44 out of the 
total 58 counties in the state. Includ- 
ing the mail received from the metro- 
politan centers of San Francisco, 15^ 
of the mail came from the farming 
areas, and only 25 r /r came from the 
urban sections. 

As a topper, 50% of the returns 
came from the six counties mentioned 
above (Merced, Monterey, San Joa- 
quin, Santa Clara, Sonoma and Stan- 
islaus) which are up in the top brack- 
ets of farm income counties in the 
whole country. 

(Please turn to page 130) 





PRESENT! 
SET COUI 

168,932 



The Nations Most Powerful Rural TV Station 9 



"A MILLION WITH A BILLION TO SPEND" 

(Including Fringe Area) 

Monopolyville, U. S. A. 



1 

2 

3 

78 
79 
80 



"THAT AREA OF UNDU PLICA TED COVERAGE- 
UNSERVED BY THE GRADE B OR BETTER SIGNAL 
OF ANY OTHER TELEVISION STATION." 

Now - - COMPARE KTVO S "MONOPOLY MARKET" 
With the Nation's Ranking Metropolitan Markets 0 

CITY POPULATION TV STATIONS** 



NEW YORK 
CHICAGO 
LOS ANGELES 



DULUTH-SUPERIOR 

CHATTANOOGA 

READING 



13,630,800 
5,885,100 
5,254,300 

267,900 
262,900 
262,400 



9 

8 
9 

2 
2 



KTVO'S MONOPOLYVILLE 



257,495 

CAPTIVE AUDIENCE 



1 

0NL1T 



81 
82 

Others 

83 

89 
159 



SPOKANE 

HUNTINGTON-ASHLAND 

DAVENPORT-ROCK ISLAND-MOLINE 
DES MOINES (AMES) 
CEDAR RAPIDS 



254,700 
254,000 

253,600 
240,400 
111,100 



3 
2 

2 
2 





***** 
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Cedar Rapids 



Ottumwa 



Kirksville 




H 




^ Channel 




vTVO 

LOO.OOO Watts 



ST. LOUIS Ct 



K T V O 



OTTUMWA, IOWA 

JAMES J, CONROY. President 



Represented .Vofi'orin//v fcj- 

The BOLLING CO. 

New York. Chicago, Boston, Lo* Angeles. San Franri»e<» 

"THE NATION'S MOST POWERFUL RURAL TV STATION 




a forum on questions of current interest 
to air advertisers and their agencies 



Is television floinr/ enouyh im develop its 
own new performing talent 





Richard Pack 
National Program Manager 
W'estinghouse Broadcasting Co. 

TV MUST IWILD SAVES 

• I wonder if television doesn t suf- 
fer sometimes from underestimating 
its own power and overestimating the 
magic and glamor of Hollywood and 
Broadway. That tv can bring into 
many millions of homes great film and 
stage stars is good; that it continues 
to rely so heavily upon Hollywood and 
Broadway stars for its big shows can 
be harmful to the present and future 
of broadcasting. Tv can and should 
build more of its own stars, particu- 
larly in the performing fields. In 
writing and production, tv has already 
demonstrated that it can develop its 
own major talents— men like Reginald 
Rose, Paddy Chayefsky, Rod Serling, 
Fred Coe. But the industry now is not 
doing nearly enough to build its own 
performing big names. For instance, 
tv discovers an Eva Marie Saint, and 
then, oddly enough, waits for Holly- 
wood to make her a star. 

Surely a medium that can make an 
international figure of a Bronx shoe- 
maker, a hero out of a freckled mario- 
nette, or a celebrity out of a small 
chimpanzee has the resources to make 
stars of its own! Tv must not only 
discover; it must build stars. Perhaps 



one way is to put behind new talent 
the same kind of publicity and ex- 
ploitation campaigns as Hollywood's. 

In any case, the development of new, 
young talent is a responsibility not 
only of the television networks, but of 
local radio and television stations. I 
said: radio and television stations. For 
sometimes we may forget that some of 
tv's top talent are alumni of the local 
radio circuits — like Steve Allen, Arthur 
Godfrey and Dave Garroway. Local 
stations will help strengthen and en- 
rich the broadcasting medium if they 
devote time, energy and imagination 
in the next crucial years of television 
to finding and developing fresh talent. 

We can't rely on other media to do 
the job for us. In the long run this 
will provide far greater reserves of 
talent, make tv less dependent on 
Hollywood and Broadway, and even- 
tually avoid the pyramiding of astro- 
nomical talent costs, which is becoming 
one of video's great problems. 




Robert Dale Martin 
Director of Talent & Casting 
CBS Television 

HAPHAZARD METHODS FAIL 

• Television was born hungry. The 
day it arrived it started screaming for 
performing talent and has not ceased 
its clamor. 



Satisfying the performer needs of 
early television seemed easy* Get the 
people. Do the show. 

But now the baby has taken on some 
age. It has grown affluent, and it has 
acquired a taste for expensive morsels 
— fine talent, with names. 

While neglecting the seedlings in 
its own patch, the monster is hanging 
over the fences of its neighbors: 
theater, pictures and the variety world 
begging for names, names, names, 
names — at any price. 

Television provided experience and 
early training for almost every young 
star now rising in the entertainment 
world. Television first exposed most 
of them to the public and provided 
them living funds on which to con- 
tinue their careers. Without contracts 
to hold these people, they were lost as 
properties to other mediums, and tele- 
vision finds itself in the position of 
having to buy them back on complex 
contracts and at elevated prices. 

Of course television has made and 
owns some big talent, but only hap* 
hazardly. Now the demands for name 
talent are so acute that haphazard 
methods will no longer serve. The 
backlog of people from other mediums 
has been run through. And only a 
special program of development can 
fill the needs for the future. 

The old legend that only Broadway 
and Hollywood can make stars has 
been shattered by the impact of recent 
programing. Television can build, 
groom and own its own stars with a 
program — a program that includes 
planned grooming from the affiliates, 
special programs with first-rate impact 
dedicated to exposing young or un- 
known talent, and mass contracting on 
long term of likely but unknown pros- 
pects. These are all methods either 
started or under examination at CBS 
for building the stars of tomorrow. 
(Please turn to page 65) 
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SPONSOR 



"SEE-PAY" TELEVISION! 



2,770,528 
People, 



491,000 
TV Sets 




(At of July 1, '55) 



in Kentucky 
and Indiana 

VIA 





LOUISVILLE 



Reaching As Many Families in Its Kentucky 
and Indiana Area As: 



Affiliated with NBC, ABC, DUMONT 




|NI*C|SPOT SAJLES 

Exclusive National Representatives 



31 OCTOBER 1955 



26 Daily Newspapers Combined ! 

115 Weekly Newspapers Combined ! 

12 Leading General Magazines Combined ! 

16 Leading Farm Magazines Combined I 

14 Leading Women's Magazines Combined ! 

All Home and Fashion Magazines Combined! 
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CAPITAL TYPES #13 



New developments on SPONSOR stories 




THE QUADRUPLICATOR 

Childhood ambition was to I 
join the Rockettes? got 
mixed up with the Four 
Hawaiians instead. Fond 
of roundelays, notably 
Three Blind Mice and Row, 

i 

Row. Row. Holds girls' 

* 

juniorhigh school record 
for the sixty-yard low 
hurdles, feeds garden 
while tuned to Cool jazz; 
keeps carbon copies of 
notes to the milkman. 

But advertisers in Wash- 
ington using WTOP Radio 
are getting unduplicated 
results. WTOP has (1) the 
largest average share of 
audience (2) the most 
quarter- hour wins (3) 
Washington'smostpopular 
local personalities and 
(4) ten times the power of 
any other radio station 
in the Washington area. 

WTOP RADIO 

Represented by CBS Radio Spot Sales 



See: All-night Autorama sells 300 cars; 

"Deal-O-Rama" autothon 

Issue: ^ ^P r 'l 1955, page 43; 

30 ."May 1955, page 33 

Subject: Dealers use all-night 
telecasts to sell ears 

Car dealers are finding telethon a natural a? sales getters. Latest 
one to use the technique successfully is Garner-Randall, Amarilio 
Cadillac-Oldsmohile dealer, who rang up 131 sales and over half 
a million dollars in sales as a result of a round-the-clock stint on 
K FDA-TV this past 19-20 August. 

As usual in these all-night events, the acompanying promotion was 
applied with a thick brush. Objective was to push the "55 Olds 
models before the '56 line arrived. KFDA-TV executives suggested 
an "Olds-A-Thon." Co-owners Boh Garner and Ken Randall okayed 
the idea and Rosenwald, Krupp Advertising Agency set to work. 
Account Executive Cliff Lambert and President Monte Rosenwald 
lined up talent, prepared the entertainment for the promotion. 

Amarilloans began learning about the coming event on Sunday 
preceding the show via a heavy radio-tv announcement schedule 
that continued throughout the week. 

On Friday morning passers-b) watched KFDA-TV engineers and 
production staff roll broadcasting and telecasting equipment into 
the Garner-Randall showroom. (This in itself was no small accomp- 
lishment, since KFDA-TV has no mobile equipment: it moved two 
complete camera chains to the location.) By 9:00 a.m. some 1,500 
persons had gathered theie to watch the festivities and the orchestra 
on hand struck up to signal that the fun was beginning. At that 
moment the folks in downtown Amarilio saw a parade of Oldsmobiles 
begin a tour that was to take them through the business section of 
the city and on to the Garner-Randall showroom — drawing a number 
of interested citizens along with them. The advance publicity had 
already succeeded in attracting many from other towns 50 to 100 
miles away. 

Entertainment was continuous till 10:00 the next morning. The 
15 Garner-Randall salesmen, meantime, swung their deals right on 
camera before both live and home audiences — deals that included 
allowances such as $500 on a 1941 Ford. S3. 300 on a 1954 Buick. 

When the carbon monoxide had cleared away, 131 cars had been 
sold, $526,227 was in the till; and dealer, agency and station were 
revving up ideas for another telethon next vear. I Cost of this 
year's effort was $8,000.) 



KFDA-TV camera trains on Garner-Randall salesman as car enters appraisal lane 
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SPONSOR 





The New Petry Pocketpiece 

of TV Market Data 




Now available to 
Executives and Personnel 
of Advertisers and Agencies 

TELEVISION STATIONS REPRESENTED BY 



THIS handsome new research tool provides 
you with updated TV set count and mar- 
ket data on each of the 3,071 U. S. Counties. 

For the first time in handy booklet form you 
will have Television Magazine's latest TV 
family estimates combined with Sales Man- 
agement's 1955 Survey of Buying Power 
data on Population, Families and Retail 
Sales. 

You'll find the county-by-county, state and 
regional breakdown an effective aid in your 
national and regional TV advertising plan- 
ning. 

TO GET YOUR COPY OF THIS HELPFUL 
TV MARKET FACT BOOKLET, CALL OR 
WRITE YOUR NEAREST PETRY OFFICE. 





EDWARD PETRY &, CO;, 


INC. 


WSB-TV 


Atlanta 


WSM-TV 


Nashville 


WBAL-TV 


Baltimore 


WTAR-TV 


Norfolk- 


WFAA-TV 


Dallas 


KM TV 


Omaha 


KOA-TV 


Denver 


WTVH 


Peoria 


WTVD 


Durham-Raleigh 


i<CRA-TV 


Sacramento 


WICU 


Erie 


WOAI-TV 


San Antonio 


KPRC-TV 


Houston 


KFMBTV 


San Diego 


WHTN-TV 


Huntington 


KGO-TV 


San Francisco 


WJIM-TV 


Lansing 


KTBS-TV 


Shreveport 


KARK-TV 


Little Rock 


KREM-TV 


Spokane 


KABC-TV 


Los Angeles 


KOTV 


Tulsa 


WISN-TV 


Milwaukee 


KARDTV 


Wichita" 


KSTP-TV 


Minn.-St. Paul 







ABC Paciffc Television Regional Network 



Edward Petry & Co., Inc. 

NEW YORK • CHICAGO • LOS ANGELES • DETROIT • ST. LOUIS • SAN FRANCISCO • ATLANTA 

31 OCTOBER 1955 
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ratings if tip i 



Chart covers half-hour syndicated film 




I Op' 



I 



Rank 
now 




Top 70 shows in 10 or more markets 
Period 6-72 September 7955 

TITLE. SYND 1CAT0R, PRODUCER. SHOW TYPE 


Average 
ratings 


7-STATION 
MARKETS 


5-STATION 
MARKETS 


4-STATION MARKETS 


S-8T/ oi 


Past* 
rank 


NY 


L.A. 


Boston 


M npls. 


S. Fran. 


Atlanta 


Chicago 


Seattle- 
Detroit Tacoma 


Wash. 


Bait 


Bill 


J 




iYFt* flK^l*!/ 1 !' it 1 4%t*ttf*ti 7\\j i\\A\ 
iiM w • i' i.iii it* /iiiui »il y, i.iv 1 iVl i 


18.8 


8.6 

.vatic- tv 
■ :30|im 


70.0 

knxt 
10:00pm 


30.5 

wnact-v 
10 :30pm 


24.7 

kstp 
9 :30pm 


72.7 

kron-tv 
10:30pm 


76.9 

waga-tv 
10:00pm 


70.9 

whkb 

9 :30pm 


76.5 

wwj-tv 

9:30pm 




12 

WIT 


•> 
" 


I 


f f^Ctf M III CC lilLuA; Z.IV ( M J 


18.4 


4.7 

wabc-tv 
10:00pm 


75.8 

kttv 

8:30pm 


79.4 

wnac-tv 
7 :00pm 


20.4 

kstp-tv 
8:00pm 


76.7 

kron-tv 
10 :30pm 


73.0 

wsh-tv 
10:30pm 


7 7.4 

wgn tv 
9:30pm 


76.9 74.3 

wjbk-tv ktnt-tv 
9:30pm 9:00pm 


20.0 

VfTC-tV 

9:30pm 


7 7.4 

wbal-tv 
10 :30pm 


7 f 

n 
10 




•> 
" 


i «.s.*p«n io if anger , AbU him, Hal Koacn (A) 


18.2 


70.7 

kcop 
7 :30pm 


7.2 

keyd-tv 
7:30pm 


70.6 

klng-tv 
8 :30pm 


^-va» 


■ 


f 


tsauge 4 14} INdO rilm (UJ 


1 4 .7 


72.7 

kttx 
7:30pm 


75.7 

wnac-tv 
0 :30pm 


78.9 

kstp-tv 
9 :30pm 


78.7 

kplx 

9:00pm 




73.2 

wgn-tv 
8:00pm 


20.7 

wwj-tv 
10:00pm 


72.0 

WTC-tV 

7:00pm 


20.4 

wbal-tv 
10:30pm 






/rlnn lienxna rlie Badge, MCA-TV Film (M) 


16.1 


7.3 

ivcbs-tv 
•> :30pm 


7.2 

kttv 
9:00pm 


27.0 

wnac-tv 
10:30pm 




72.7 

kron 
10:30pm 






9.7 

wjbk-tv 
9:30pm 


72.9 

wmat-tv 
10:00pm 


7!{ 

Wf 
















« 


6* 


mi/ uetective, MCA, Revue Prod. (M) 


15.5 


8.7 

wplx 
1:30pm 


73.0 

wbz-tv 
11:15pm 


74.5 

kstp-tv 
8:30pm 


73.7 

kron- tv 
10:00pm 


7.2 

wsb-tv 
10:30pm 


7.7 

wgn-tv 
9:30pm 


5.9 

cklw-tv 
10:30pm 


7.2 

10:00pm 
wmal-tv 


31 

wbe» 
10:3 « 


4 


io 


Eddie Cantor, Ziv (C) 


14.8 


2.0 

vabc-tv 
■) :00pm 


7.3 

kttv 
7:30pm 


73.9 

wbz-tv 
10:30pm 


6.0 

wtcn-tv 
»:30pm 


70.2 

kron-tv 
7:00pm 




74.2 

wnbg 
9:30pm 


7 7.5 75.0 

wjbk-tv klng-tv 
9:30pm 8:30pm 


5.5 

wmal-tv 
10 :00pm 


7 7.4 

wbal-tv 
10:30pm 


7 

w i 
10. 


8 


7 


H'nrerfroiir, MCA Roland Reed (A) 


14.7 


3.3 

wabd 
" :30pm 


78.8 

kttv 
7:30pm 


75.5 

vnac-tv 
7:00pm 


6.9 

keyd-tv 
7 :00pm 


75.5 

kron-tv 
8:30pm 


72.2 

waga-tv 

9:30pm 




74.2 76.7 

wxyz-tv komo-tv 
10:00pm 7:30pm 


7 7.5 

wtop-tv 
10:30pm 


72.4 

wmar-tv 
10:30pm 


7:t 

wr 
7: ■ 






























9 


8 


Racket Squad, ABC Film, Showcase (D) 


14.4 


3.6 

■vabc-tv 
10:30pm 


6.3 

kttv 
11.15pm 


72.8 

kstp-tv 
10:30pm 


27.2 

wsb-tv 
10:00pm 


74.5 

wgn-tv 
8:30pm 


77.6 

klng-tv 
9 :00pm 






10 




Cisco Kid, Ziv (W) 


13.8 


3.9 

vabc-tv 
7:30pm 


70.4 

kttv 
6:30pm 


70.0 

wnac-tv 
6 :00pm 


20.0 

wcco-tv 
5:00pm 


7 7.4 

kron 
6:30pm 


70.5 

waga-tv 
3:30pm 


9.0 

wbkb 
4:00pm 


8.7 73.0 

wxyz-tv fcomo 
7:00pm 7:00pm 


9.5 

wtop-tv 
7:00pm 


7 7.2 

wbal-tv 
7:00pm 


7:' 

Wbi T 

7:1 


10 




•Science Fiction Thenfre, Ziv (SF) 


13.8 


4.4 

•vrca-tv 
7:00pm 


72.9 

kttv 
8:00pm 


70.2 

wghh-tv 
7 :00pm 


74.0 

wcco-tv 
9:00pm 


70.7 

kron 
7:00pm 




27.0 

wnbg 
10:30pm 


7.0 75.7 

wTtyz-tv king 
9:30pm S :00pm 


6.4 

wmal-tv 
6:30pm 


6.9 

wbal-tv 
7:00pm 


t I 

wbef 
7?»» 


Rank 
now 


Past* 
rank 


Top 70 shows in 4 to 9 markets 


J 


2 


Dong. Fairbanks Presents, ABC Films (D) 


18.5 


72.4 

wrca-tv 
10:30pm 


7 7.2 

kcra 
10:30pm 


73.5 

kstp-tv 
9:00pm 


72.6 

ktnt-tv 
9:30pm 


I 


o 




Amos 'is' Andy, CBS Film (C) 


16.1 


3.7 

webs-tv 
' :30pm 


9.3 

knxt 
7:00pm 




76.7 

vnvj-tv 
10:00pm 


?:» 

wg r 

7: n 


*{ 


O 


Guy Lombardo, MCA-TV Film, Guy Lombardo 
Films Inc. (Mu) 


14.4 


9.8 

kcra 
10:00pm 


20.7 

wbz-tv 
10:30pm 


9.7 

wcco-tv 
10:00pm 


2.0 

kour 
10:00pm 




3.3 

wbkb 
10:30pm 


70.0 

wxyz-tv 
10:30pm 






A 




Foreign Intrigue, Sheldon Reynolds (A) 


14.0 


6.2 

wrca-tv 
7 :00pm 




70.0 

waga-tv 
10:30pm 




3.7 

cklw-tv 
9:30pm 






_ 




f (iiiioii.v Playhouse, MCA Revue Prod. (D) 


13.6 


2.7 

kcop 
10:00pm 


70.4 

wbz-tv 
11:00pm 




72.0 

kgo- tv 
7:30pm 


70.2 

vaga-tv 
6:00pm 


5.2 

wbkb 
9:30pm 








6 


7 


Mayor of the Town, MCA-TV Film, Gross 

Krasne (D) 


13.3 


3.0 

\vrca tv 
11 :15pm 


4.5 

keyd-tv 
7 :30pm 


7 7.2 

wsb-tv 
1:30pm 


72.9 

wnbq 
10:00pm 


72.7 

ww-j-tv 
7 :00pm 




1 
c 


7 


8 


The Whistler, CBS Film. Joel Malone (M) 


13.1 


5.7 

wplx 
10:30pm 


76.3 

kttv 
10:00pm 


75.5 

kron-tv 
10:30pm 


72.7 75.7 

wjbk-tv 10:15pm 
10:30pm king-tv 






8 




Sherlock Holmes. UM&M Sheldon Reynolds (M 


12.7 


8.7 

vrca-tv 
''.:00pm 


4.3 

kttv 
7 :30pm 


77.7 

wnac-tv 
10 :30pm 


8.2 

wiw-a 
9:00pm 




6.7 

wxyz-tv 
10:30pm 


7 7.0 

wrc-tv 
7:00pm 




7(1 

wbe v 
9:3n 


0 


10 


Lone Wolf, UTP, Gross-Krasne (D) 


li.;) 


3.3 

wabd 
7 :30pm 


4.8 

kttv 

S :30pm 


20.0 

wnac-tv 
10:30pm 


24.2 

wcco-tv 
S :30pm 




7.5 

Wttg 
10:00pm 


1 


10 


.9 


Star and the Story, Official Films, Inc. (D) 


1 1.5 


9.9 

kttv 
10:00pm 


8.7 

kron-tv 
11:00pm 


73.4 

wsb-lv 
10:30pm 


7.0 

wmar-tv 
11:00pm 



Show typo symbols: (A) adventure: (C) comedy; (D) drama; (Doc) documentary; (K) kids; 
(M) mystery; (Mu) musical; (SK) Science Kiclion; (\V) Western. Films listed are syndicated, 
pair-nour length, telecast In four or more markets. The average rating Is an unweighted average 
Individual market ratings listed above. Ulank space Indicates fllm not broadcast in this 



market 6-12 September. While network shows are fairly stable from one month to anoth ta_* 
markets in which tbey are sbown. this Is true to much lesser extent with syndicated shti 
should be borne In mind when analyzing rating trends from one month to another In tl| 
•Refers to last month's chart. If blank, «bmv was not rated at all In last chart or was^ 
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ITATION MARKETS 



7.2 

ffl 



73.7 

wtnij It 
4:30pm 



9.9 79.0 9.4 76.0 



OOpm 



wtmJtT 
9:3l)pm 



«fll Iv 

6 '30pm 



ks.l tv 
|H:00i>il 



^ in but 


Mllw Phlla. 


St. L. 


Blrm. 


Charlotte Dayton 


Ntw. Or. 


3.0 


79.4 9.9 


76.9 




52.3 


22.0 


27.8 


w-c 
■Op ffl 


wtmj tT Hptfc 
9.30pm 10 .30pm 


k<d tv 
10 OOpm 




WhtT v» Iw \\ 

S :30pm!) 30tmi 


M.U« tV 
10 HOpiil 


-< 4.4 


29.4 70.2 


2/. 7 


4.4 


22.8 


26.8 


47.0 
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10. Classification as to number of stations In market Is Pulse's 
Ise determines number by measuring which stations are actually 
'■tl l>5 homes in the metropolitan area of a Kivon market eTen though 
■Wself may be outside metropolitan area of the market. 




TV time buyers like you prefer WBEN-TV because of the 
production quality they've learned to expect from this 
pioneer station. On the air since 1948, WBEN-TV is — 
by far — Buffalo's oldest TV outlet. This means seven 
long years of experience in giving commercials meticulous 
handling by a crew of production experts who have been 
with WBEN-TV since it's beginning. 

These skilled crews take each commercial smoothl) over 
the rough spots — from sound to lighting, from camera 
to CONSTANT control room shading. The result is a 
quality treatment that only experienced conscientious — 
specialists can produce. 

So when you buy TV time in Buffalo, buy QUALITY ! 
Buy WBEN-TV ! . 



CBS NETWORK 

WBEN-TV 

BUFFALO, N. Y. 



WBIN-TV Representative 

Harrington, Righter and Parsons. Inc., N,ew York, Chicago. San Francisco 



SPORT SHOES 



SEWING CENTER 



H'ON^OR : Li. >. Rubber AGENCY: Fletcher D. Richards, N. Y. 

CAPSULE CASE HISTORY: More indication that chil- 
dren respond to tv commercials on juvenile shoivs: 
Among the sponsor's five commercials a week in KRON's 
Fireman Frank, was one that featured a puppet called 
"Carl the Carrot " In connection with it, three-color 
plastic, buttons were made up and sold to dealers at Cc 
each to be given with the sale of each pair of U. S. 
Rubbers' Keds. Within six weeks 25,000 buttons were 
given out, most of them representing sales. Cost of the 
campaign was $555 per week. 

Iv RON-TV, San Francisco PROGRAM: Fireman Frank 




BEDDING SUPPLIES 



SPONSOR: Sanitary Mattress Factory AGENCY: Direct 

CAPSULE CASE HISTORY: Around-the-clock program- 
ing in Spanish is not very common on tv, but it is suc- 
cessful for advertisers in the San Antonio market. The 
Sanitary Mattress Factory, using only three announce- 
ments a week on KCOR-TV, reports a 30% gain in 
business. Commenting on the results achieved through 
tv, the sponsor wrote: "There is no doubt that KCOR-TV 
reaches the homes where our business comes from." 
Die price of the announcements is $23 apiece. 

KCORT\, San Antonio PROGRAM: Announcements 

SCREEN DOORS 



SPONSOR: The Fabric Center of Sioux City AGENCY: Dire 

CAPSULE CASE HISTORY: When the client opened h 
store in November 1953, he bought a single announc 
ment to herald the event on KVTV. Results persuadt 
him to sponsor a setving program on tfie station twit 
a week. It's Fun to Sew has been on (10:45 to 11:0C 
twice a week ever since. The fabric sales led to the sa 
of sewing machines, and business has blossomed. 77 
store won two national prizes for high sales, and 19E 
sales are still setting records, currently running 250 c , 
ahead of those of 1954. Weekly show costs are $152. 

KVTV, Sioux City, Iowa PROGRAM: It's Fun lo Se 



FISHING TACKLE 



SPONSOR: Phil Judd, Hardware and AGENCY: Dire 

Sporting Goods 

CAPSULE CASE HISTORY: A Montana tv static 
helped a fishing tackle dealer catch more than his norm* 
quota of customers on opening day of the fishing seasoi 
KXLF-TV got a car from one of its other accounts an 
sold it to Phil Judd with a two-week announcement paci 
age immediately prior to the opening of the season, h 
advertised the car as a prize for the largest fish caugl 
on opening day, and reeled in more sales than ev( 
before on opening day in his 25 years in business, 
tv special of spinning outfits was sold out just two how 
after the store opened. Campaign cost: $300. 
KXLF-TV, Butte, Mont. PROGRAM: Announcemen 



HOME APPLIANCES 



SPONSOR: Kelvinator-DuMont Dealers 



AGENCY: Dire 



CAPSULE CASE HISTORY: A group of 17 Kelvinato 
DuMont dealers in the Ozark area have been sponsorh 
a 30-minute live program called Search For Talent ov 
KYTV for over a year. The show gets 90% of the 
combined budget. To test the pull of the program, tl 
dealers offered a toy truck to viewers for $3.50 if tfu 
visited any of the dealers for a product demonstratio 
Over 2,000 trucks were sold, each representing a sto 
demonstration obtained by the show. Cost: $102 p 
show. 



KYTV, Springfield, Mo. 



PROGRAM: Search For Tale 



COFFEE CAKES 



SPONSOR: The Yancev Co. 



AGENCY: Drect 



CAPSULE CASE HISTORY: After a single demonstra- 
tion on the Hank Thornley and the News show, 22 in- 
quiries were received about a brand-new product: a de 
luxe model, all-aluminum screen door for $59.50. 
Of the 22 inquiries, eight were converted into sales of 
the model shown, despite tlie fact that less-expensive 
models were displayed at the point of purchase. This 
was a total of $476 in sales for an advertising outlay 
of only $75 for the five-minute news show. 



KBKT-'I'\ , Sacramento 



PROGRAM: Hank Thornley and 
the Neics 



SPONSOR: Eisner's AGENCY: Diri 

CAPSULE CASE HISTORY: To get some idea of t, 
strength of the Florian ZaBach Show, which it sponso 
on IF ICS-TV, this grocery chain ran a special offer. Vie. 
ers were offered a coffee cake and a pound of coffee at t, 
special price of 99c. The special was advertised on on 
a single weekly show, and the stores sold 500 mo 
coffee cakes than ever before. There was such a gre' 
demand, the sponsor had to have a special bakery ord 
to meet it. Program cost: $250. 

WICS-TV, Sprinfgfield, 111. PROGRAM: Flcrian Zabach SM 




There's a NEW SOUND on KSTP! 



The best music in town, presented by the 
Northwest's top personalities. That, in a 
nutshell, is the story of the New Sound 
at KSTP Radio. 

KSTP's extensive music library of more than 
30,000 selections has been completely re- 
stocked with the finest music e%*er recorded, 
and KSTP programming has been revised in 
order to present this fine musical entertain- 
ment to best advantage. 

KSTP stars BUI Ingram, Johnny Morris, 



Jimmy Valentine, Don Riley, and Rodger 
Kent will deliver these all-time favorite tunes 
into the Northwest market of more than 
800,000 radio homes and Four Billion 
Dollars in spendable income. 

KSTP will continue its unmatched news and 
sports reporting and other top shows, com- 
bined with the New Sound, 
providing the type of 
entertainment today's 
radio audience demands. / 





"PRICED and PROGRAMMED" to serve today's radio needs! 

EDWARD PI TRY A CO., INC. * NATIONAL REPRESENTATIVES 
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NORMAN BOGGS 

V .V. in cluirge of sales 
Don Lee Broadcasting System 



it 



LIKE MOST 
Newsworthy" 

BROADCASTING 

EXECUTIVES 
Mr. BOGGS' 
LATEST 

BUSINESS 
PORTRAIT 
IS BY... 



Photographers to the Business Executive 
565 Fifth Avenue, New York 17— PL 3-1882 




(Continued from page 9) 

In fact, I can't see why success with new products has any 
bearing upon what tv can or cannot do for products the pub- 
lic is aware of. To think these are necessarily doomed to 
failure on television or that tv is too costly, that these prod- 
ucts are not for the medium, is ridiculous. To be sure, it is 
harder to advertise them on tv just as it is in any medium. 
However, it is television's meat to bring newsworthiness and 
excitement and immediacy to the most thoroughly accepted 
of products, to create interest about products being taken for 
granted, whether they be well-known bottled drinks or cigar- 
ettes or anything else that is already an accepted part of our 
daily life. 

I think the lack of success that some products may have 
had on television, causing them to vacate the medium amid 
loud wails, should be placed solely at the door of the copy 
people who created the campaigns. There is much copy in tv 
(probably in print advertising as well) which assumes the 
public knows all about the product. Or cares about the prod- 
uct. Likewise too much copy is a lukewarm presentation of 
facts, devoid of inspiration, excitement and forceful reason- 
why. This perhaps is caused by the fact that copywriters as 
well as the public know the product too well, accept it too 
thoroughly, therefore see it with a familiarity that subcon- 
sciously causes them to reject it. 

There isn't a product offered for sale today that can't have 
something new said about it — that can't be made revealingly 
different to a person who has never used it or who has stopped 
using it. 

How often we take introductory phases for a new 7 car or a 
new soap and limit it to several weeks or for a month or two 
when a new car, for example, is new right up to the day the 
next model appears. 

It is only in the minds of advertising people who see m- 
paigns as complete campaigns, who are aware of the stages 
and chronology of them, that product news becomes dated. 
The public is not interested in campaigns and hasn't the op- 
portunity to be even if it were. Following the so-called intro- 
ductory stage f which should be for a period that is six times 
as long as the advertising manager thinks it should be), the 
copy boys must sweat to find more news and newer news about 
the product. Then they should harness this news to tv and 
create announcements that incite and excite interest. By so 
doing, almost every product in the medium, old or new, can 
be successful. * * * 
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T. \. spot editor 

A column upoimorvd l>y onr of ihv It-tiding film producer* in lelerif'ntn 

S A II It A 



NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 





Diguit\ : 1 1 icl reputation aic the kc) notes in this riuuiti i .■ i >c-i and (losing for 
Ciba's television program "Medical Horizons. " Designed In I. ester I'jcall, 
with an unusual inusiral accompaniment composed In Kclgarcl Varcse, these 
commercials give Ciba a totally different attention-getting prestige film that 
remains fresh after repeated viewing. Produced In SARRA lor CIBA PHAR- 
MACEUTICAL PRODUCTS, INC. through J. Walter I hompsoii Company. 

SARRA, INC. 

New Voik: 200 East 56th Sticet 
Chicago: lfi East Ontaiio Street 



Wesson Oil Instant Liquid Shortening goes all out to capture the shoitening 
market in this major scries of 90 and 60-sccond commercials by SARRA. 
Advantages to the housewife are sharply outlined in live action scenes show- 
ing the product in actual use. "No smoke," "no burning" and perfect results 
whether baking, frying or in salads are selling points of the product, high- 
lighted through excellent camera work. A free recipe offer ties in with strong 
product identification. Produced by SARRA lor WESSON OIL & SNOW- 
DRIFT SALES CO. through Fitzgerald Advertising Agency. 

SARRA, INC. 

New York: 200 East 50th Street 
Chicago: 1G East Ontario Street 





The drive-in business is a big business and these 20-second spots by SARRA 
are designed to capture a big share for Big P»oy Drive-ins. Major enticement 
is the Rig P>oy Hamburger, appeti/ingly shown in clever animation and 
described in a catchy jingle as "a meal in one on a doubledcck bun." Message 
is aimed at everyone from family to the "younger set" after a "clay at the 
game" or a "night on the town." A livelv series produced bv SARRA for 
FRISCU'S RESTAURANTS, INC. through Rodman Advertising Agency. 

SARRA, INC. 

New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 

Hitting the "Do It Yourself" market and building a loyalty for Cook's Paints 
are the objectives of this series of I -minute and 20-second commercials by 
SARRA. Clever animation and live action visualization are combined per- 
fectly with a sales message that brings out the advantages of using Cook's 
Indoor and Outdoor Paints and Floor Enamel. A free color chart, available 
at point of sale, is merchandised to move consumers to the retailer, [ingle 
finish stresses that Cook's Paints are "best for beautv, wear and weather and 
best for vou." Created by SARRA for COOK PAINT & VARNISH CO. 
through R. J. Potts — Calkins 8: Holden, Inc. 

SARRA, INC. 

New York: 200 Ea<.t "mth Street 
Chicago: 16 Ea^t Ontaiio Street 
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OMER r cAlumbus 




J 



DffiTHAN, 



Dominant in all phases . . . More dominant 
in local news coverage . . . Fully equipped 
for remote pick-up or film. 

Producing continuous up-to-date AREA 
news coverage makes WSFA TV a home 
town station wherever viewed. 



Owned and aparatad by 
THE OKLAHOMA PUBLISHING CO. 
Tha Doily Oklahoman, Oklahoma City Timet 
Th« Farmar-Stockman, 
WHY, WKY-TV, WSFA, & WSFA-TV 



THE OLD ORDER CHANGETH . . , 
Giving way to the new . v • thru the 
miracle of television . . . WSFA TV 
. . . Powerful . . . 316,000 watts . , * 
NBC affiliate . . . programmed by 
men of experience to such perfec- 
tion-that most people-view WSFA TV-> 
during all periods . . , morning . . . 
noon . . . and night . . . 

Your message will be 
seen more . » . mean more. 



Represented by THE KATZ AGg£CY, INC, 

Ik 





THcntncmetii 





I 
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SPONSOR ASKS 

(Continued from \xiine ."> 1) 





Charles I'andu 
Vice President in charge oj Television 

irCAL-Tl 
I'hiladelyliin. 

YES AM) AO 



• As Colonel Jacobowsk) would 
say, '"There's two sides to that." 

If you pose this question to the net- 
works and to the tv stations, the an- 
swer is unhesitatingly "yes." If you 
include advertising agencies and their 
clients, then the answer, again un- 
hesitatingly, is "no." 

In defending with my '"yes" I point 
out that almost all new talent has been 
tailored by my side of the business, 
and in offending with my "no" I state 
that few agencies or clients have 
walked in with the programs and peo- 
ple new to television. If they haven't 
the money (a debatable statement) 
they haven't the inclination, perspica- 
city or need (an undebatable state- 
ment) to cruise these unchartered 
waters. They leave us (and we like 
it) with the problems of preparing the 
programs and they step in and buy 
them (we also like it) when our shake- 
down cruise is over and the public has 
rendered its verdict — by preview or 
preference. 

Agencies and clients still buy rat- 
ings, they still buy established pro- 
grams and they still buy established 
people (and I hope they always do). 
So, including them out of your ques- 
tion, I say that the basic industry is 
doing, has done and must do every- 
thing possible to find new faces and 
promote new programs because only 
after this is done will the agency and 
client manifest passable, if not pur- 
chasable, interest. 







ol ' Aave GLrJml spew £kiA ^d^nM4^. . . 
*JLyo&, CM£aJb t ^Ao€c - - mamu. 




★ ★ ★ 



Central New York's FIRST Radio Station 
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HOWARD 
SPOKES 
Time Buyer 
Cunningham 
& Walsh, Inc. 
says . . . 



,4 

"In its 8th telecast- 
ing year WNHC-TV 
has done a consist- 
ently fine selling job 
to a highly concen- 
trated New England 
audience. 

WNHC-TV's cost-per- 
thousand viewers is 
one of the lowest in 
the Country too . , . 
which is still another 
reason why I find 
WNHC-TV a good 
buy" 



COVERS CONNECTICUT COMPLETELY 
316,000 WATTS MAXIMUM POWER 
Pop. Served 3,564, 1 50 - TV Homes 948,702 

represented by the kali agency, inc. 




Channel 8- * Television 




agency profile 



Myron P. Kirk 

V.p., radio-tv director 
Kudner Advertising, New York 



Milton Berle said in a recent TV Guide interview that he was 
asked to do a weekly half-hour show for Buick before Jackie Glea- 
son. But Berle says he turned down what later became known as 
the coup of the year among top-priced talent. 

"Berle's a very resourceful man, but he's wise to cut down to 13 
from 35 shows a year," comments Myron Kirk. Kudner's radio-tv 
v.p., about the agency's former star. 

"William Morris approached us about 39 Berle films last year. 
I knew he'd been very successful with the hour format but they 
approached us without a format. Gleason already had a story, a 
terrific gimmick, so we started talking to Gleason about this deal 
over a year ago, when Berle had only been on the air for us a week. 

Kirk has built a reputation on Madison Avenue as a man who can 
spot talent when it's hot, or, as in the case of Sid Caesar and Imo- 
gene Coca, give it a chance to develop. 

"I think I've got a nose for it." he admits. 

In many ways Kirk seems like the personification of showbusi- 
ness behind the scenes. He'll call a client and sell him some talent 
or an act in a barrage of picturesque telephone phraseology: 

"I thought that was a terrific bit with the dogs last night," he'll 
tell a lukewarm sponsor long-distance. '"Are you getting jaded out 
there, son? I thought it was an excellent show. Look. kid. brighten 
up. Get a smile on your face. We've got a new act there."' 

On the sober (money) side of the business. Kirk has some bones 
to pick with the networks. "The rising costs are driving us crazy," 
says he. "And it's the networks that have been the big offenders. 
Our top fee for Berle was maybe $15,000. Now he's supposed to 
be getting $35,000." 

A man who hasn't got over a boyhood enthusiasm for performers 
and showbusiness, Kirk deplores network control of programing 
today. "Just from the strict business aspect." says he. 

"We wanted the half-hour behind $64,000 Question to get its 
audience carryover, so we had to take My Favorite Husband, and 
some 15 other agencies were lined up to grab. Now maybe we could 
have come up with a stronger package. Show packaging's never 
frightened us a* an agency. It's not as profitable in tv as in other 
media, but it's part of an important job an agency can do." * "* * 
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WEAS 



is 



Atlanta's 50,000 waiter 



TOP Nielsen- -- 



. . rated in this highly competitive market 
in the crucial 12 hour period 6am-6pm* 



* tvitk exception a J 6 am -9 am* topped hy only i nation. 




NIELSEX STATIOX INDEX RE I' OUT 
TOTAL STATION AUDIENCE SHAKES — Aug., 7955 

(Based on Quarter-Hour Homei Reached by Local Stations only) 



MONDAY TIIIU FRIDAY 



LOCAL 



AM-RADIO 
STATIONS 


MORNING 

6AM- 9 AM 9AM-I2N 


AFTERNOON" 

12 N-3 PM 3 PM-6 PM 




% 


c '< 


% 














WEAS 


20.9 


35.6 


33.8 


28.3 




9.1 


5.9 


20.9 


6.7 




M. 


4.7 


5.6 


4.7 




3.8 


13.8 


1 1.0 


17.9 


Station D 




5.3 


5.1 


4.6 






27.2 


15.3 


28.1 


Station F 


M. 

n- 


3.4 


6.6 


7.1 




1.6 


4.1 




tr 



WEAS rleli\crs more home?, at a lower co*t per thou- 
»aiiil than aiiv other Atlanta station. 



NSI AREA: Includes Metro area 

METRO AREA: Inner portion 



TOTAL HOMES (July I. 1955) 
_ 327,100 

- 220,500 



RADIO HOMES (July I. 1 955) 

315.500 
213.500 



WEAS Atlanta, Ga. 



SO.OOO WATTS 
lOlO KC 



A "Dee" Rivers Station 



NATIONAL REPRESENTATIVE 
STARS NATIONAL. INC. 

Ye if York. Chicago, San Francisco, Los Angeles 
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Betty Lee 

Star of 
WOMAN'S PAGE 

WAPI 1 :05 to 1 :15 Monday-Friday 
NOON EDITION 

WABT 12 to 12:30 Monday-Friday 

U'hat interests women in and around 
Birmingham? Features, people, news 
... as presented by Betty Lee! A typi- 
cal young mother and housewife with 
more than tvpical experience, Betty 
Lee knows how to reach and hold 
women. A leading figure in music and 
dramatic circles of the city, her public 
appearances help her to present an 
arresting account of happenings in the 
woman's world. 

Stars Sell on 
Alabama's 

greatest RADIO station 




Birmingham 



Represented by John Blair & Co. 
Southeast, Harry Cummings 

greatest TV station 




Represented by B LAIR-TV 




(Continued from page 26 I 

Shakespearean expert Patrolman Redmond O'Hanlon as one 
of the show's first contestants. A preliminary interviewer had 
rejected the erudite cop. And except for the fact that Steve 
Carlin, executive producer of the show, bothered to recheck 
the cop's application and saw in him the stuff of which great 
programs are made, Mr. O'Hanlon would still be pounding 
a beat unheralded and unsung. 

And if you saw the earliest Big Surprise shows you'll 
agree, I'm sure, that it was vital to the success of 64 that 
people with the warmth and appeal of O'Hanlon, Mrs. Kreit- 
zer, Gino Prato, Gloria Lockerman and Captain Dick Mc- 
Cutcheon be found. The contestants on Surprise just haven't 
had that kind of overwhelming appeal to date. 

This, of course, goes beyond just choosing the vehicle. It 
embraces the realm of how one makes certain that a package 
that looks like a top-10 rater on paper plays that way. 

But when you're through with the question of finding what 
seems to be the right show, and developing it to perfection, 
you may start to play with the problem of finding the time, 
clearing the stations. Several weeks ago I had lunch with that 
well-loved veteran Frank Silvernail of BBDO. Frank has 
traveled, as is well known, many a weary mile, talked tril- 
lions of words with station brass and others on the clearance 
chase. It was Frank's opinion that the unbelievably difficult 
situation surrounding station acceptances and time slots was 
not likely to be relieved in the foreseeable future. More and 
more it becomes apparent that the 400-odd tv stations operat- 
ing today are, possibly, not too far short of what may turn 
out to be the total number of effective and profitable stations 
this nation may ever see in operation. And the hard-driving 
gents over at the ABC TV web, among others, can tell you 
how vital it is that more stations be available in more markets. 

These, as I said up front, are just two of the problems 
which our friends in the advertising agencies must face in 
these turbulent television times. Bob Foreman has done 
scores of pieces in his fine Agency Ad Libs column covering 
hundreds of other small, middling and large problems which 
the agency has to successfully contend with to satisfactorily 
service its clients in using television. 

The wry rib used to be that agency men inevitably got 
ulcers. I shudder to ponder what new disease may be brought 
on by the accelerated pace and pachydermal problems still 
budding. * * * 
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WHAT CAN 
AGENCY MEN 
LEARN FROM 
THE ALLIGATOR? 




from Gulf To Ocean • Gainesville To Okeechobee 



there's a powerful new selling force. Radio W«GTO, 
reaching a million and a half potential buyers, 
You know they buy— each year they spend nearly a billion 
and a half dollars! But do they listen? Just write 
for the signed comments of enthusiastic listeners from 
Gulf To Ocean — Gainesville To Okeechobee. Listners who, 
because of tbe superior programming, music and news, 
prefer to keep their dials set at 540 kc 

How can a new station catch on so fast? It's no accident — 
and it's no secret. W • GTO is owned and operated by 
KWK, St. Louis. Selling savvy- pays! 



iACKSONVILLC 




10,000 WATTS 
540 KILOCYCLES 



HAINES CITY, FLA. 
PHONE 6- 2 6 2 1 

owned and operated 
by KWK, St. Louis, Missouri 

Represented by 

WEED & COMPANY 




KXX's H5th birthday emit est pulls a ficiff-itiiff ton letters 



When KN\, Los Angeles, observed 
its 35th anniversary last month, the 
station planned an 18-hour birthday 
celebration that helped the community 
remember the day too. The entire pro- 
motion was called a "Birthday Bonan- 
za" and listeners were awarded a total 
of $65,000 in prizes during the anni- 
veisar) clay. Prizes included six autos, 
a $10,000 mink coat, a round trip for 
two to Rome, workshop tools, several 
gas ranges, clothing and dozens of 
portable radios. 

To be eligible to receive these prizes, 
listeners had only to mail in an entry 
blank or drop it in a barrel at one of 
the 83 Owl Drug stores in the city. 
The mail set what the station believes 
to be a record for the most number of 
pieces ever received by a radio station 
in a single day. One day 81,472 sepa- 
rate pieces were delivered; the contest 
total is estimated at half a million. 
(See picture above right.) 

The entire day of programing was a 
salute to Southern California. Listeners 
who dropped into the station to watch 
the festivities were served a 2,000- 
pound birthday cake contributed by 



Over 175 radio stations in the coun- 
try are profiting from the 1955 adver- 
tising campaign being conducted by 
the Waxed Paper Merchandising Coun- 
cil through RuthraufT & Ryan. Tapes 
of waxed-paper commercials were for- 
warded to more than 350 radio sta- 
tions scattered throughout the country 
and more than half are reported to 
have sold bakers on using them in 
their advertising. 

This promotion is part of the nation- 
al campaign by the Council to demon- 
strate the superiority of waxed paper 
as a protective wrapper for enriched 
wdiite bread. The national campaign 
is designed to help local bakers tie 
in on a local basis; according to R&R 
it has resulted in a return of $6,000 in 
advertising for every $1,000 spent by 




Contest letters- deluge KNX general manager 



Swansdown flour and 120 pounds of 
coffee. While at the station, listeners 
saw a replica of the 5-watt transmitter 
that first began broadcasting at KNX 
in 1920. Parts to rebuild the trans- 
mitter were borrowed from other sta- 
tions as the original no longer exists. 
The station is now 50,000 watts. 

General Manager William D. Shaw 
was temporarily dispossessed from his 
office while pictures were taken of the 
pile of mail on his desk. After the 
photos were taken, be was named 
netw T ork sales manager for CBS Radio. 
(See Newsmakers, SPONSOR, 17 October 
1955, page 120.) * * * 



the waxed paper industry group. 

One phase of the campaign featured 
a traveling group of three midgets and 
a young lady titled Miss Waxed Paper. 
The group toured selected markets at 
a scheduled pace, visiting local super- 
markets where the midgets entertained, 
drew crowds for Miss W. P.'s talks on 
the advantages of waxed paper and 
the nutritional values of enriched white 
bread. 

Advertising is conducted on radio 
and tv as well as in print media in 
these markets to draw consumer at- 
tention to the visits of Miss Waxed 
Paper. This local radio and tv busi- 
ness is in addition to the tapes supplied 
by the Council for sale to bakers in 
other markets wishing to join in this 
over-all campaign. * * * 



Chicago shopping venter 
boosts sales via radio 

One of the latest RAB folders deals 
with the problem of getting downtown 
Chicago's businessmen to advertise on 
radio. '1 he four-page success story 
relates the effect that a year-and-a-half 
of radio advertising had on business 
in the city's State Street area. While 
using radio in 1954, State Street in- 
creased its share of the total business 
ill the vicinity, although the period 
was considered a particularly difficult 
one by most merchants. 

The State Street Council found that, 
after the 18-inonth effort, 71% of 
the shoppers in the Chicago area could 
identify its slogan. In the promotion 
piece. "State Street Fights Back — 
With Radio,'' the council president, 
Randall Cooper, comments, "We rec- 
ommend it (the campaign) heartily to 
other downtown associations for their 
joint advertising efforts. * * * 

Briefly • • . 

Another example of television sta- 
tions and their personnel doing able 
work toward community projects was 
noted when Lawrence H. Rogers II, 
vice president and general manager of 
WSAZ and WSAZ-TV Huntington, W. 
Va., received a community service 
plaque for his activities in organizing 
the annual United Fund appeal. Rogers 




Rogers (r.) gets United Fund plaque from Fox 



served as the first president of the 
Huntington United Fund and was 
honored for "outstanding community 
service and leadership in behalf of 
Health- Welfare-and-Recreation Services 
of Huntington, W. Va." The 1955 
United Fund president, Dave Fox Sr., 
made the award on the WSAZ-TV 
Netvs Picture late last month. 
(Please turn to page SO) 



Ratlio stations promote atlvertising among local bakers 
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Riddle : 

Why is nighttime radio 
like a rambunctious boy 

They've both been sent out of the living room! 

The family isn't sitting in the living room listening to radio any more. 

People are listening a nrir way — in the bedroom, the workshop, 

he kitchen, the car. Radio listening today is a personal pleasure . . . an 

ntimate activity for the individual rather than for the living-room 

jroup. Because of this new kind of listening — personalized listening — 

ABC Radio has developed a new kind of nighttime radio . . . 

icrswmlizcd program ing! 

NEW SOUNDS FOR YOU 

Starting Oct. 26 — and continuing every Mon. thru Fvi. (7 :30 — 10 PM, 
N T YT). NEW SOUNDS FOR YOU are specially tailored programs 
for today's listener. Each regularly scheduled half hour is made up of 
regularly scheduled 5-minute and 10-minute feature segments . . . 
plus a 5-minute newscast. For the first time, listeners can tune in to five 
minutes of radio, ten minutes of radio . . . and get a complete unit 
. t lively, informative, personalized listening on a continuing basis. 
Sponsorships of regularly scheduled segments of this 
N'EW SOUNDS FOR YOU concept are available at a remarkably 
low' price. Get in on nighttime radio's newest, most efficient buy. 
Phone ABC Radio today! 




TOP WINNER. 

FIRST PRIZE 

Paul Miller, Timebuyer 
Couchman Advertising Agency, Dallas 

"The only thing an agency has to sell is ils labor. Labor 
is governed by time. And time is precious. The more 
you can save, the more there i* available to do bigger and 

better things for )our clients. 

In this agency v\e never buy stations. \\V bin 
"listeners". The most listeners. The right kind of 
listeners, as governed by product potential. Ami 
in line with the listening habits and preferences 

of a particular market. 

A quick glance at the "Buyers' Guide" provides 
the preliminary screening without searching 
through mountains of material." 




21" RCA Color TV Set 



11 WINNERS IN SPONSOR 




buyers' guide 
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THE BUYERS' GUIDE contest is 
over, and the winning entries of 
11 advertising men, and women are 
reproduced on these pages. 
Contestants were asked to furnish 
^ife. statements on "How I Use the 
BUYERS' GUIDE to STATION 
PROGRAMING." 

Up to deadline time 126 entries 
were received, of which 118 were 
from Agencies and Advertisers. 



The Judges were R. David Kimble, Director of Local 
Sales and Service, Radio Advertising Bureau; 

Lawrence Webb, Managing Director, 
Station Representatives Association; and 
Pete Cash, Director of Station Relations, 
Television Advertising Bureau. 

Paul Miller's First Prize victory was clear-cut. 
But the Judges inform us that beyond that 
point the selections were difficult. 

To all who entered and didn't win, we say thank? 
and better luck next time. To all who intended 
to enter but didn't . . . sure you could have written 
a better answer, but why didn't you! 
And to the 11 winners, whose names and entries 
are listed below, wc sincerely hope you 
enjoy your prizes as much as we 
enjoy sending them to you. 




WINNERS 2 THRU 4 



Second, Third, and Fourth Prizes — RCA Clock Radios 



2ND PRIZE 

Jayne Shannon, Timebuyer 

J. Walter Thompson, New York 

"I use it as a "tool" in pre-selling. It's usrd in determining 
whether it'* possible to deliver to clients 2 spot campaign 
to a specific segment of the market." 

3RD PRIZE 

Kay Knight, Timebuyer 
Gordon Best Co., Chicago 

"My biggest practical use for the "1955 Buyers' Guide" is in 
an Account Executive's Meeting or a Client Meeting. When 
called into a meeting with no warning and consequently no 
preparation, I collect my Rate Book, myself and my "1955 
Buyers' Guide" and off I go, confident that if I don't have the 
answer on a station's programing, my "1955 Buyers' Guide" 
will come to the rescue. Quick as a flash, with a turn of the page, 
the "1955 Buyers' Guide" furnishes the programming character, 
audience interests or the facilities of the individual stations. 
It saves the day." 

4TH PRIZE 

Cliff Botway, Timebuyer 
Dancer-Fitzgerald-Sample, New York 

"I use the "Buyers' Guide for Station Programing" as an 
invaluable aid in judging the character of radio and television 
stations. The things that cannot be measured by surveys, 
ratings, rates and engineering data is the influence of a 
station on its listeners or viewers. This attitude of the consumer 
towards the media makes all the difference in the acceptance 
of a product advertised on a station. 

The "Buyers' Guide" by giving progTam information, 
audience interest and appeal, provides this key to station 
"personality" in one handy unit— information that previously 
had to be gathered from long experience and contact." 



HONORABLE MENTION: Mary Ellis. BBDO, New York • L 
New York • Af. /. Slephan, Allen & Reynolds, Omaha • Alia 
John Morrna, Cunningham & Walsh, S'ew York • Nelson I.. CrJ 
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WINNERS 5 THRU 11 . 




Fifth through Eleventh Prizes,— RCA Portables 



5TII PRIZE 

Evelyn it. Vattdernloeg, Timebuyer 
Arthur Mcyerhoff, Chicago 

"With clients interested in special audiences, such as 
farm, negro, roexican-arocrican, etc., we have been able to 
come up with some quick, specific fails about these groups. 
We just consulted the little "vignettes" introducing each of the 
special sections in the BUYERS' GUIDE. The terse, pointed 
data made us look real "great" in the minds of questioners. 

ATI I PRIZE 

Edward A, Fotite, Director of .Media 
Joseph Katz Co., [New York 

' f look upon it as a valuable reference in the planning stage of a 
campaign. To get down to brass-tacks on how various stations 
progTam there's nothing else like BUYERS' GUIDE. 
It pinpoints the rep to rail." 

ITU PRIZE 

George Polk, TV-Kadio Supervisor 
B.B.D.O., New York 

"BUYERS' GUIDE is a tantamount to calling all the reps: 
When a client wanted a particular audience in a hurry, I use 
the Guide to establish I) which stations were catering to the 
audience (in one instance Negro, in another, foreign.) Then 
2) to determine which stations specialized most in a 
particular area and would he most effective." 

8TII PRIZE 

Kay Ostrandcr, Timebuyer 



Dan I). Miner Co., Los Angehv 



PROGRAMING 
live commercials. 



I use BUYERS' GUIDE TO STATIC 
as a key to safe buying for clients who u 
Since it is impossible to police or monitor out-of-town buys 
satisfactorily I have found that a local personality will give 
my clients more than their money's worth— commercial-wise 
and merchandise-wise. Even though the ratings may not be 
as high as daytime movies or film properties, the loyalty of 
viewers and the impact of live commercials arc There." 



9TII PRIZE 

Arthur 5. Pardoll, Dir. of Broaden*! Media 
Foote, Cone & lidding. New York 

"One of Buyer's Guides great advantages is that it sa\es time 
by providing information in easy to use form. Of particular 
value are the specialized directories. 

Recently two different clients wanted to know in a matter of 
hours which stations had kitchen and fashion programs. It »« 
desirable to disseminate information ahout a food ingredient 
and a woman s apparel in a climate, where the audience hi 
geared for cooking tips and good grooming. Through 
Buyers' Guide we were able to gather this information quickly. 
Buyers' Guide is the only service that defines the progTam content 
of homemaking programs throughout the country." 

10TH PRIZE 

Lester Rosskam, Jr., Adv. Mgr. 

Quaker City Chocolate & Confectionery Co. Inc.. 1'htla. Pa. 

"PROBLEM: Which T.V. Station in II Major Markets? 
PROGRAM: "Ramar of the Jungle" 
COMMERCIALS: Him. 

SOLUTION: Used BUYERS' GUIDE data for name nf station 
with high per cent ot child shows. 

At Agency Level contacted Station Representative a* indicated 
in BUYERS' GUIDE. 

At SPONSOR level contacted station personnel as indicated 
in BUYERS' GUIDE. 

Double envelopment tactics yielded fine time slot« on brM nation 
Thanks for assist. Buvcrs' Guide." 



11TH PRIZE 



Ami Jntiowiez. Timebuyer 
Ogilvy, Bcn>on, Mather. Inc.. Now 



Wk 



"I have used the "BUYERS' GUIDE to STATION 
PROGRAMING a number of times It is an invaluable aid 
in preparing an analysis of stations to use in any given schedule 
when a specific progTam type is the objective. It has also helped 
lis evaluate copy needs for specific areas by an immediate check 
of exposure opportunity of stations in that area for 
maximum copy effectiveness." 



t-e-Biern-Tiogo, Sew York • .Vina Flinn, Doyle, Dane, Bernbach, Sew York • Kay Lloyd, Sorman, Craig & Kummell, Sew York • l-.lenore Scanlon, BBDO, 
l omfaort, Sew York • James J. Seville, Dancer-FUzgerald-Sample, Sew York ' J T. Hart, Lynch & Hart, St. Louis • Fran* Sihernail, BBDO, Sen York • 
Richards, S'ew York • Wm. SI. Monaghan, John C. Dowd, Boston • Vera Brennan, Scheideler, Beck & Werner, Sew York 



MANISCHEWITZ 

(Continued jrom vage 35) 

indi\idual commercial that counts, but 
the accumulated frequency. 

Tv, hy contrast, is valued for its 
ahilih to achieve ''impact." For this 
reason high frequenc) i.- not as vital 
when used in conjunction with a satu- 
ration radio schedule. At the same 
time, frequency is naturally desirable 
where it is available within the budget 
limitations. 

Monarch's radio saturation approach 
employs the "stagger" method. The 
firm seldom buys announcement strips, 
but will try to vary them within an 
hour or half hour of each other on suc- 
cessive days. For example, an an- 
nouncement that is heard at 2:00 p.m. 
on Monday might be heard at 3:00 



p.m. Tuesday, 2:30 p.m. Thursday, and 
so forth. Since there may be as many 
as 10 announcements on the station 
during the day, it is easy to see how 
"staggering" can create the impression 
that Manischewitz Wine is on all day 
long. 

Add to this bombardment a few 
well placed tv announcements and you 
come up with a pretty hard-hitting 
campaign. A case in point is the S\ ra- 
cuse example mentioned earlier. To 
the 90 radio announcements were add- 
ed the following: the 20-second period 
on WHEN-TV Sunday at 11:00 p.m. 
following What's My IAne, which Pulse 
rated at 37.0 last February. The suc- 
ceeding news show rated a 24.7. 

On WSYR-TV at the same time, the 
Monarch announcement followed The 
Bob Cummings Show, rated at 19.0. 



The two after-ll:00 p.m. one-minute 
periods on WHEN-TV pulled a 10.5 
and an 11.0 

fiat/time radio, tttg/if f tttte tv: Ra- 
dio schedules are strictly daytime oper- 
ations for Manischewitz Wine, with 
6:00 p.m. as announcement curfew in 
tv markets. Leslie Dunier, director of 
the radio-tv department, reports that, 
with the adult male and female audi- 
ence desired, announcements will usu- 
ally start with the wake-up period, 
arond 7 a.m., and continue strongly 
through the morning drive-to-work 
period. 

In Binghamton, N V.. the schedule 
starts at 6:30 a.m., for in this town 
several large plants begin the morning 
shift at 7:00 a.m. 

As might be expected, the drive- 




f. Mete stations on air* 



CITY & STATE 


CALL 


CHANNE 


ON-AIR 


ERP «•)") 


Antenna 


NET 


STNS. 


SETS IN 
MARK ETt 

(0001 


PERMITEE. t 


t&NAGER, REP 


LETTERS 


NO. 


DATE 


Visual 

| 


(ft)'" 


AFFILIATION 


ON AIR 



BISMARCK, N. D. 
MAYAGUEZ, P. R. 



KBMB-TV 1 12 
WORA-TV 5 



10 Oct. 
T Oct. 



13.2 310 
1.48 1,990 



KFYR-TV 25 
None NFA 



North Dakota Bests. C*. Int. Wh 
John W. Baler, pres. 

Radio Americas Corp. 

Alfredo R. de Arellno, Jr., pres. 



II. iVeuj construction permits* 



Ol TY k 8TATE 


1 

CALL 
LETTERS 


CHANNEL 
NO. 


I DATE OF GRANT 


ERP (kw)" 
Visual 


Antenna 
(ft)"* 


STATIONS 
0NAIR 


SETS IN 
MARKET? 

(000) 


PERMITEE, MANAGER. RADIO RE 


BOSTON, MASS. 




38 


12 Oct. 


140 


459 


WBX-TV 

WGBH-TV 

WNAC-TV 


1,332 


H'rber* Mayer (0A0), d b as 
AJu Enterprise* 


MINOT, N. D. 




10 


5 Oct. 


29.5 


90 


KCJB-TV 


28 


Meyer Bests). Co. 

Etta Hoskins Meyer, pres. 

F. E. Fitzsimonds, exec. v.p. 



III. Yeie applications 



CITY L STATE 


CHANNEL 
NO. 


DATE 
FILED 


ERP (kw) # * 
Visual 


Antenna 

(ft)'" 


ESTIMATED 
COST 


ESTIMATED 

1ST YEAR 
OP. EXPENSE 


TV STATIONS 
IN MARKET 


MONTROSE, COL. 2 


10 


30 Sept. 


.186 


—91 


$24,000 


$15,000 


Norte 


CLOVIS, N. M. 


12 


30 Sept. 


29.74 


219 


$210,500 


$144,000 


None 


ROSEWELL, N. M. 


10 


30 Sept. 


.305 


200 


$50,767 


$138,000 


KSWS-TV 


COOS BAY, ORE. 


16 


7 Oct. 


21.7 


590 


$74,800 


$48,000 


None 


DEAD WOOD, S. D. 


5 


30 Sept. 


1.221 


568 


$52,933 


$78,000 


None 



APPLICANT, AM AFFILIATE 



Western Slope Bests. Co. Inc. 
Rex. G. Howell, pres. 
Ruth Howell Kendriek, v.p. 

KICA. Inc. 

Mae Strauss, ehrntn. 

Garfield C. Packard, pres. &. treas* 

Taylor Bests. Co. 
Win, C. Taylor, pres. 
Gen« Relschman, v.p. 

Pacific Television Inc. 
Robert P. Booth, pres. 
C. H. Fisher, v.p. 

John, Ell & Harry Daniels d/b as 
The Heart of the Black Hills Stations 



U. S. stations on air 

Markets covered _. 

U. S. tv sets (1 July '55). 



BOX SCORE 



4I3§ 



36,477,0001 



•Both new c.p.'s and stations going on the air listed here are those which occurred beure 
19 September and 1 October or on which Information could be obtained In that period. Static 
are considered to be on the air when commercial operation starts. "Effective radiated pow> 
Aural power usually Is one-half the visual power. '"Antenna height shore average terrain (i 
power usually Is one-half the visual power. •"Antenna height above average terrain (t 
above ground), t Information on the number of sets In markets where not designated a* bel 
from JCBC Research, consists of estimates from the stations or reps and must be deemed appro] 
mate. IData from SBC Research and Planning. XFA : No figures available at pretstli 
on sets In market. IKB.MB-TV will rebroadeast programs of KXJB-TV, Valley City, N. 
sststlon will operate as a satellite of KFXJ-TV, Grand Junction, CoL for first year and recel 
no revenue. 
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Out where the west grows 
fastest! That's San Diego, 
a market that spent 
$65,597,000 for Lumber - 
Building Materials and 
Hardware in 1954. In this 
category, San Diego is . , . 

BIGGER- 
THAN^ 

BUFFALO, N. Y., 
KANSAS CITY, MO., 
MIAMI, FLA., OR 
DALLAS, TEXAS 

*Solej Mgt. Survey of Buying Power, 1955 



MARKET in the sale of 
Lumber and Building Materials* 

SEE YOUR PETRY MAN! 



KFMB 



W RATHER -ALVAREZ BROAOCASIINC. ISC 




S»s DIEGO. CALIF. 



REPRESENTED BY TETRY 



America's more market 



31 OCTOBER 1955 
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home period conies in for special at- 
tention. This, too, may vary from a 
common 4:00-5:00 p.m. segment to a 
3:00-5:00 p.m. period in a city like 
Los Angeles. 

As a rule, Monarch does not buy 
radio programs, but since it concen- 
trates on independent stations for the 
most part, its announcements usually 
are found in music-and-news shows. 
Special care is taken to avoid partici- 
pations in shows with large teenage 
audiences, for obvious reasons. 

In tv, Monarch is up against the 
common problem of finding good peri- 



ods. Garrett Wine Co. of Brooklyn 
pulled out of tv completely this year 
for this reason and is concentrating 
all its air funds in spot radio. (See 
"Virginia Dare comes back to 'full 
strength' radio," SPONSOR, 4 April 
1955.) Garrett says it prefers strong 
radio schedules to fringe tv periods. 
Monarch takes quite another view. 

It is in the fringe periods that the 
kosher wine house has built its tv 
niche. The thinking is explained by 
Dunier: "Naturally good 'A' time is 
desirable and we like a Dragnet spot 
along with everybody else, but 'C 



time offers much, too. In the first 
place, you can usually get a one-min- 
ute period easily in the late-evening 
hours, while it is scarce, indeed, earlier 
in the evening. So far as we are con- 
cerned, a one-minute period offers far 
more opportunity to do a real sales 
job than the shorter period. 

"Second, you are often able to get 
a more efficient buy. For example, let 
us say that in a two- or three-channel 
market a station has a period at 8:00 
p.m. with a rating of 30 and one at 
11:00 with a rating of 15. The 8:00 
p.m. period is 20 seconds long and 
costs $175. The later period is one- 
minute long and costs $60, or less 
than half. 

"The eight o'clock period may give 
a larger absolute audience, but the 
later one will cost less proportionately. 
In other words, the later period can 
often deliver a better cost-per-1,000. 
You can buy three commercials in 
'C time for the price of one in 'A' 
time, get 50% more gross impressions 
and nine times the commercial length." 

Judghtg stations: On radio it's the 
station as a whole that is bought rather 
! than the individual period; therefore 
the station as a whole is judged in 
the competitive situation. The Mogul 
Agency works with three primary 
criteria: average ratings, coverage and 
cost, audience composition. 

So far independents have been the 
backbone of Monarch advertising be- 
cause Wyner believes they can deliver 
saturation at extremely low cost, aver- 
aging under Sl-per-1,000, which is 
the ceiling informally set. (The tv 
ceiling has been set at $2.) Occasion- 
j ally network radio stations are em- 
ployed, particularly where program- 
ing resembles that of the independents. 

Where there is only one channel in 
a market, tv station selection is ob- 
viously no problem, and heavy sched- 
ules are often desirable. As the num- 
ber of channels increases, price con- 
siderations begin to loom larger along 
with competitive ratings. Monarch 
likes to buy package plans, which may 
give as high as 50% discount on heavy 
long-term commitments. 

Merchandising is regarded as an im- 
portant adjunct of air advertising by 
Emil Mogul, and stations are requested 
to provide store visits, dealer letters, 
etc. But a station's merchandising 
support is not basic to evaluation and 
selection for use in the campaign, the 
agency maintains. 



WFBC-TV Swamps Competition 
in Carolina 4-County* Pulse Survey 



PULSE SURVEY OF TELEVISION AUDIENCE INDEX 
SHARE OF TELEVISION AUDIENCE APRIL 1955 





TV Sets 




Station 


Station 


Station 


Station 


Other 


Time 


In Use 


WFBC-TV 


B 


C 


D 


E 


Stations 


SUNDAY 
















6:00 A.M.-12:00 Noon 21.3% 


100% 


0% 


0% 


0% 


0% 


0% 


12Noon-6:00P.M. 


33.4% 


81% 


12% 


1% 


1% 


1% 


4% 


6P.M.-11:45P.M. 


43.1% 


65% 


18% 


6% 


3% 


3% 


4% 


MON. THRU FRI. 
















7:00 A.M.-12:00 Noon 


14.3% 


65% 


32% 


0% 


0% 


0% 


3% 


12:00 Noon-6:00P.M. 


22.9% 


63% 


27% 


6% 


0% 


1% 


3% 


6:00P.M.-Midnight 


40.7% 


61% 


14% 


11% 


5% 


4% 


5% 


SATURDAY 
















10:00 A.M.-12:00 Noon 28.2% 


62% 


37% 


0% 


0% 


0% 


1% 


12:00 Noon-6:00P.M. 


29.3% 


43% 


41% 


4% 


1% 


6% 


5% 


6.00 P.M.-Midnight 


48.1% 


52% 


27% 


11% 


3% 


3% 


4% 




*The four counties are Greenville, Anderson, and Spar- 
tanburg, S. C. and Buncombe (Asheville), N. C. . . . counties 
with Population of 559,300; Incomes of $726,284,000; and 
Retail Sales 0* S4S1,774,000. 

For further lniormation about this PULSE SURVEY and 
about the total WFBC-TV Market, contact the Station or 
WEED, our National Representative. Ask us also for details 
of the latest ARB Study. 



'The Giant of 



NBC NETWORK 

WFBC-TV 

Channel 4 Greenville, S. C. 
Represented Nationally by 
WEED TELEVISION CORP. 



76 SPONSOR 



4«.5% 



0 



WatchX Channel 2 




Totol Hem*i t V Hornet 



CTTJ NSrAREA. Indud« M«.o Arc* 
rT~~l METRO AREA. Inr«, portion 



491,<00 
416,300 
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375.900 



•NIELSON STATION INDEX (A C NIELSON CO. JULY "551 

SHARE OF AUDIENCE— July 1955 
Sunday thru Saturday 
6.00 A.M. to Midnight 

ftojed on Quarter-hour Homes reached 
by THREE Boltimore TV Stations) 

WMAR • TV, Total Area 46.5% 
WMAR • TV NSI Area 44.8% 

The Nielsen report embraces all viewing 
in the area shown on the above map, 
i.e., homes sampled include Baltimore 
City, small towns, farms, telephone and 
non-telephone, etc., on an accurate 
county-by-county basis. 




6.00-6.45 P. M. 
CARTOON FUNNIES 
and GENE AUTRY 
WMAR-TV Share of Audience: 
NSI AREA-51.6% 




SUNPAPERS TELEVISION, BALTIMORE, M0. 

TELEVISION AFFILIATE OF THE 
COLUMBIA BROADCASTING SYSTEM 
Represented by THE KATZ AGENCY, Inc. 
New York. Detroit, Kansas City, San Francisco, 
Chicago, Atlanta, Dallas, Los Angeles 



Assisting the timebuying operation 
is the specialized knowledge of Nort 
Wyner, who is also account supervisor 
on the Rayco seat cover account. An 
important part of his job is visiting 
Rayco markets and working closely 
with stores and stations. At one peri- 
od he was on the road for months at 
a time. 

As a result, he reports, he will often 
be able to bring personal insight based 
on direct knowledge to market evalua- 
tion. "There are certain stations," he 
says, "which you know are no good 
for your purpose. Experience has 
taught me in those cases that to use 
them is to throw money down the 
drain. Similarly, you know from first- 
hand experience that some stations 
are powerhouses." 

Wyner's direct knowledge of and 
feeling for many markets is obvious 
in conversation. To many account 
men a station is just a series of call 
letters in some a ague town west of 
the Hudson that the timebuyer has 
suggested. To Wyner it is an indi- 
vidual entity with a definite personal- 
ity, known strengths and weaknesses. 

The Mogul agency is regarded by a 
number of reps and stations as a hard 
bargainer when it comes to buying 
announcement packages. Mogul is 
proud of the reputation. Says Wyner: 
"Our job is to buy as much time for 
the client as we can with the budget 
we have. We ask for no exclusive or 
special deals not available to anyone 
else, But we want the best buy we 
can get." 

Successful jingle: Heart of the 
Manischewitz commercial approach is 
a jingle running in both media. It was 
composed by agency v.p. and copy 
head Myron Mahler at the time the 
agency took over the account in Jan- 
uary 1954. Seth Tobias, Chairman of 
Mogul's Plans Board, relates that 
Meyer Robinson, general manager of 
l Monarch, was so enthusiastic over the 
I audition record, he decided to do 
something about it immediately. 

Tobias relates that a number of ver- 
sions of the jingle were sent to about 
, 200 d. j. personalities to find out 
I which one they felt would be most 
effective. One version stood out above 
the others, in the opinion of most of 
the d.j.'s. The response was so defi- 
nite, Tobias says, that the audition 
' recording of this version was put on 
the air for a month before the final 
disks were readv. 



The jingle is regarded as one of the 
outstanding of recent years. It is the 
famous "Man oh Manischewitz" re- 
frain, whose copy points are signposts 
of the great change in wine prefer- 
ences that has taken place in the United 
States: 

Man oh Manischewitz Kosher Wine 
for me 

Man oh Manischewitz sweet as wine 

should be 
Manischewitz Wine is balanced — * 

sweet, you see 
Yes, the best there is , „ . is Mani* 

scheivitz's 
Man oh Manischewitz . . , what m 

wine. 

Talking copy goes on to claim that 
Manischewitz is the "Largest-selling 
wine of its kind — even in Southern 
California . . . Manischewitz is found 
in more homes than any other brand." 
It makes a special point of kosher and 
pure. 

The background: The kosher, or 
sweet, wine story starts back in 1936, 
when the Monarch Wine Co. began 
producing a Jewish holiday wine for 
the B. Manischewitz Co., which w r as 
known primarily for its matzoh, a 
large unleavened biscuit traditionally 



A GOOD REASON 



Brown E. Moore, 

Newscaster 

Fifteen minutes twice 
daily 

7:45 A.M. and 12:45 
P.M. 

High Hooper Rating 



WHY 77 ADVERTISERS RENEWED 
AND 17 INCREASED SPOT SCHED- 
ULES ON KANV . THE ALL NE- 
GRO AIR PERSONNEL STATION IN 
SHREVEPORT 

The 50,000 Negro families in the 
Shreveport Market area earn more and 
spend more on the average than Ne- 
gro families in the Dallas, Little Roclc 
*and Jackson, Miss, areas. (U.S. Census) 
KANV directs its entire programming 
toward this group. 

KANV personnel know their audience 
. . . know how to sell their audience. 
This know-how is ready, and most will- 
ing to serve you. 

Merchandising your advertising with 
car cards and newspapers is part of 
KANV service. 

Call or wire C. Wilson, Managing Director. 

I# A Mil 1050 KC 

KANV ~ 

SHREVEPORT, LOUISIANA 
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Looking for coverage? ... 



look to wfmy-tv! 



Keep your prospects well covered in the Prosperous Piedmont 
section of North Carolina and Virginia with WFMY-TV, 

Since 1949, WFMY-TV has been the key salesman to this top TV 
market where some 2 million potential customers live, work and buy ! 
WFMY-TV's 100,000 watt coverage of this $2.3 billion — 46 county- 
market means greater sales and profits for you. 

Call your H-R-P man today for the full story of WFMY-TV . . . 
basic CBS for the entire Prosperous Piedmont. 




tuf my-tv 




Now In Our 
Sixth Year 



GREENSBORO, N. C . 

Represented by 
Harrington, Righter & Parsons, Inc. 



New York — Chicago — San Francisco 
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eaten instead of bread during the 
Jewish Passover holidays. At the time 
there was no thought of making the 
wine a nationalh -advertised product. 
Among Jew* wine had never meant 
more than a graceful accompaniment 
of holida) or wedding ceremonies. 
Therefore kosher wines were plugged 
mainly at the Passover period, which 
sees much sacramental wine bought 
for use at the traditional celebration. 

Monarch noted that stocks con- 
tinued to move after the holidays, in 
time came to the conclusion that the 
wine had a greater potential appeal 



than bad been realized. It was not 
until after the Second World War, 
however, that the firm began serious 
promotion on a national level. It oper- 
ates under a licensing arrangement 
with the B. Manischewitz Co. 

Continual consumer testing has led 
Monarch to believe that the ideal wine 
for American tastes should fall some- 
where between the sweet and dry cate- 
gories. It has just introduced such a 
wine, which it classifies as medium- 
dry, and reports that first stocks are 
moving swiftly. 

Monarch is convinced now that an 



important factor in growth of >\seet 
wines has been the kosher angle. Mon- 
arch is loathe to reveal trade secrets, 
but it appears likely that the historic 
association of the concept of kosher 
with cleanliness and purity has con- 
tinued to this day and that it has made 
a greater impression on the country 
at large than anyone had suspected. 

★ * -k 



TIMEBUY1NG BASICS 

(just out) 

40,000 k«y words by 33 
timebming and timeselling 
specialist** in the only book 
of its kind. Invaluable to 
timebuver, account execu^ 

- 

tive, ad manager, station ex- 
ecutive*, reps. $2.00. Write 
Sponsor Ser\ices, Inc., 40 
E. 49th St., New York 17. 



ROUND-UP 

(Continued from page 10) 

The radio audience on wheels does 
not mean only car radio listeners these 
day. Bicycles with radios are making 
their appearance and, naturally, broad- 
casters are interested. 

Shown demonstrating the operation 
of the Huffy Radiobikes is CBS Radio 




Radio executives check Huffy Radiobikes 



President Arthur Hull Hayes (left). 
Trying out another set (right) is 
Worth Kramer, WJR, Detroit, general 
manager, as Kenyon Brown. KWFT, 
Wichita Falls, Tex., CBS Radio affili- 
ates chairman, watches. 

* » » 

WILY. Pittsburgh, recently hosted 
a dinner at which ad agency officials 




NOW! 

MAXIMUM 
POWER 

with 25% more sets than 
any other N. C. station 

WSJS-TV Winston-Salem— now one of 
the South 's biggest TV markets! Its 
maximum power taps over 4 billion 
dollars in buying power and reaches 
636,421 TV homes — 25% more than any 
other N. C. station! And its heart is 
the rich Golden Triangle of key 
industrial cities — Greensboro, 
Winston-Salem and High Point. 

NEW — MAXIMUM POWER — 316,000 
watts ! 

NEW — MAXIMUM HEIGHT — 2,000 
feet above average terrain. 

MORE COVERAGE — 91 counties, in 

five states. 

MORE — TV HOMES — 636,421 sets. 

3,943,000 people. 
$4,530,000,000 buying 
power. 




WINSTON-SALEM, N. C 

CHANNEL 12 



WINSTON-SAUM 
GREENSBORO 
HIGH POINT 



HEADLEYREED. REP. 




m 
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Commander C — , Radio-tv-man Extracurricular, 
Arrives Early This Year For the Husking Bee 



Who is the distinguished man with the pro- 
liferating beaver? Good friends, it will pa\ 
you to watch for him in a few months. Neither rain, 
nor snow nor gabled thatch shall stay his arrival on 
the nn-de-l'annee scene. 

But wait! Why is he making his distinguished ap- 
pearance in October? 

Dear people, the locale is Iowa, where the elixir of 
heady incomes (average gross income of an Iowa 



fanner: 512,000 a year), the ^ast prospects (Mr. 
Ave. hi. Farmer owns his farm, which is about 178 
acres big and worth about $35,000) , and practically 
unconstitutional schleppeii'escence* , make it Christ- 
mas all the time. Ah, connoisseurs, you guessed it! 
He's Commander S. Claus, come to snop at the 
WMT Stations, completely by-passing (the gay 
clog!) our national reps, the Katz Agency. 



'Roughly translated: \to0psho\1ldrrrdne* 

tO thr rrripOTIum 



drriied from ca'rymfi moola 
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were addressed on techniques of radio 
Inning in Washington, D. C. Alvin 
Q. Ehrlith, vice president of Kal, 
Khrlich and Merrick, was the speaker 
and he illustrated his remarks with 
transcriptions of announcements devel- 
oped 1>) his agenc), the largest huyer 
of radio time in the nation's eapital. 
Along with the admen attending the 
dinner was John W. Kluge, president 
of the l'ittshurgh Broadcasting Co., 

operator of WILY. 

* * * 

As part of the promotion for the 
Count of Monte Cristo film series, 
TPA recently sent out money clips 
fashioned from Napoleons, pieces of 
French currency of the period in- 
volved. The coin is an important part 
of the story line on one show. 

* * * 

Advertisers will probably be inter- 
ested in the recent book out by "Boxtop 
King" Duane Jones. The Printer's Ink 
publication. ''Ads. Women and Box- 
tops. ' was written as told to Mark 
Larkin. Packaged goods manufactur- 
ers will find the "how-to'' sections 
valuable, as Jones has 30 years experi- 
ence in using premiums in selling pack- 
age products. * * * 



ELECTRONICAM 

{Continued from page 37) 

represents Electronicam's network de- 
but) for obvious reasons. But the two 
other shows have also disclosed some 
interesting facts about what Electroni- 
cam can do. 

One of them is Modern Romances, 
sponsored by Colgate, a quarter-hour 
self-contained (complete story in a 
week) dajtime drama strip on NBC. 
Wilbur Stark-Jerry La) ton hie., pack- 
agers of the show, have shot a week's 
worth of film as a test of Electroni- 
cam's economy. The test was a severe 
trial for Electronicam, since in day- 
time tv programing every penny 
counts. 

The filming of Modern Romances is 
also significant in the light of past ef- 
forts — none of which have succeeded 
— to solve the economie riddle of put- 
ting dajtime drama, such as soap op- 
eras, on film. The riddle in a nut- 
shell: How to shoot daytime drama on 
film as cheaply as possible since (1) 
daytime programing must be low-cost 
and (2) rerun potential is still a mys- 
tery. (For a detailed analysis of the 
problems of putting daj time drama on 



film see ''Tv dilemma: how to put soap 
opera on film," sponsor, 18 April 
1955.) 

Another show put on film via Elec^ 
tronicam is Les Paul and Mary Ford 
at Home, a five-minute show placed 
on a spot basis for Lambert & Feasley. 
While five-minute film shows are not 
common, like da) time drama they can 
stand or fall on the issue of economy 
and, so, also offer an excellent subject 
for Electronicam's cost-pairing claims. 

So far as The Honeymooners are 
concerned, Jack Philbin. Gleason's ex- 
exutive producer, told sponsor he esti- 
mated that production costs were about 
2S ( /o less than the multiple-camera 
operation used in filming similar 
shows, such as / Love Lucy. The latter 
show, Philbin explained, is filmed just 
about the same way as The Honey- 
mooners except that Desilu Produc- 
tions uses three regular film cameras 
instead of three Electronicam tv-film 
cameras. 

This means, apparently, that while 
the shooting of / Love Lucy is more or 
less continuous, with three cameras 
rolling at the same time, the lack of 
the electronic monitor makes a sub- 
stantial difference. 
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more people 

... all the time 

watch KPIX 

than any other 

San Francisco 
Station 



so says ARB for September 



Mon.- Fri. 
Sign-on to noon 


KPIX 

69.0 


Station B 1 
28.9 


Station C 

5.3 


Mon. - Fri. 
Noon to 6 p.m. 


41.9 


24.8 


30.2 


Sunday 

Sign-on to 6 p.m. 


40.0 


36.9 


21.5 


Saturday 
Sign-on to 6 p.m. 


40.9 


40.3 


20.8 


Sun. thru Sat. 

6 p.m. to Midnight 


36.8 


34.2 


25.8 



Call Lou Simon at KPIX (PRospect 6-5100) 
or see your Kafz man for specifics. 



NO 

SELLING CAMPAIGN 
IN THE SAN FRANCISCO 
AREA IS COMPLETE 
WITHOUT . . 



kmx~ 

Hi ,,£. H A N N ,f l ^l%\w 

SAN FRANCISCO, CALIFORNIA 



WESTINGHOUSE BROADCASTING COMPANY, INC. 

¥ 





WB2WB2A • WB2 TV. Bui m 
KYW • WPTZ. Ph,Ud t lpl;,, 
KDKA • KDKA TV. Punish 
WDWD. Un U*),r 

KF.X, Portland 

RrprrUWttd b) trtt O Pttrrx, Inf. 

Rtprcirnud by Tht Kat: A^tmxy 
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on the Pacific Coast , 



"Women consider Don Lee 

more influent ial... ,f 



from a survey by Dr. Ernest L. Dichter 




Using techniques which have made Motivational Research a by-word in the advertising 
industry, Dr. Ernest L. Dichter and the Institute for Motivational Research, conducted a 
survey of Pacific Coast network radio for the Don Lee Broadcasting System. 



excerpt from the survey: "58% of all women responding mentioned a Don Lee station 
as the one most listened to; only 42% named all other stations combined. 66% of 
these respondents mentioned a Don Lee station as the most influential in shopping 

That "Women consider Don Lee more influential" was only one of 
the many personality traits Dr. Dichter found responsible for the 
dominance of the Don Lee Broadcasting System in Pacific Coast 
radio. The Institute for Motivational Research was able to isolate and 
measure many such characteristics, which taken all together, con- 
stitute a new dimension to be added to the factors of cost and rating. 

For a viewing of the film presentation, "The Depth of Penetration 
of an Advertising Medium," write to H-R Representatives, Inc., 
or to the Don Lee Broadcasting System, 1313 North Vine Street, 
Hollywood 28, California. 



Don Lee is 
Pacific Coast 
Radio 
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The lloneymooners via Klntrouicam 
is still more expensive than live. While 
an actual comparison with last \ear> 
Aiow is not possible, since it was ait 
hour long, Philbin estimates that even 
though rehearsal time would he the 
same, below-the-line costs for the 
Electron icarn version of the program 
are ahout 40/t> more than a live half- 
hour version would he. Film stock 
ami processing is, of course, an im- 
portant factor here. Abovc-thc-line 
costs are higher, but only where union 
niiniiniiins apply (SAG, rather than 
AFTKA, niinimums are being paid) 
since, of course, Cleason, Carne\. 
Meadows, et al get well above mirit- 
ln u in. 

Hased on these estimates, Electroni- 
Ciini puts the cost of a show some- 
where between conventional film and 
live. Just where, Philbin points out. 
depends on the type of program. A 
panel show, he said, would be much 
simpler to shoot than a variety show. 

Though Electronicam shooting i* 
more expensive than live. Glcason ends 
up with his show on film, witli all the 
rerun possibilities that implies. Buick 
will rerun 13 of the Gleason shows this 
coming summer. When the Gleason 
shows were live, said Philbin, kines 
were used only in emergencies, one 
reason being union regulations. 

In the shooting of Modern Ro- 
mances, Wilbur Stark told sponsor, 
total camera time for the Electronicam 
version was not much longer than the 
live version, including on-the-air time. 
The Electronicam took a total of nine 
hours, compared to seven-and-a-half 
for the usual live strip. However. 
Stark said, the Electronicam's nine 
hours could have been cut. He ex- 
plained that as long as the show was 
going to be on film he and his partner 
figured the> might as well take advan- ; 
tage of it. So a story that involved 
costume changes was used. (Of course, 
the live version can accommodate cos- 
tume changes in between daily epi- 
sodes.) 

Stark said he was able to keep addi- 
tional film "takes" to a minimum. 
Takes came to a 1.3-to-l ratio. That 
is, for the 60 minutes of program time 
Modern Romances takes up over a 
week's period, the actual shooting took 
307r longer, or about 78 minutes. 
Holly wood-type camera work (aside 
from multiple cameras), Stark said, in- 
volves a 3-to-l ratio of takes: 60 min- 
utes of program time would take 180 



so you're interested in 



STATION 
PROMOTION.' 



Being the dominant station in the Whcclmg-Steubcnville Market by every accepted 
method of audience measurement, we could sit back on our laurels, but, because 

we believe a good TV program will do a better job (or the advertiser if properly promoted, we 
give our advertisers every possible assistance, 

resulting in this remarkable record 




2. MARCH, 1954 

Runner-Up promotion prize "The 

Bob Hope Show". Young & Rubicam 
for General Foods. 



1. OCTOBER, 1953 
WTRF-TV came on the air 



MVTft 
TV 




3. APRIL, 1954 

Flrtt Prlie In Notion for promotion 

of "The Big Story": Sullivan, 
Stauffer, Colwell & Bayles for Pall 
Mall Cigarettes. 



4. OCTOBER, 1954 

Second Prlie In Notion for pro- 
motion of "Lux Video Theatre'' 
Lever Brothers for their products. 



5. NOVEMBER, 1954 

Runner-Up merchondite prlie for 

BuJova spot campaign: Bio* 
Strictly a merchandising award. 



6. DECEMBER, 1954 

First Priie in Nation for "Football 

Forecasts": B B.D.O. for DuPont 
Zerone and Zerex. Promotion and 
Merchandising award. 



7. MAY, 1955 

Flrtt Prije in Notion for "LuX 

Video Theatre": Lever Brothers for 
their products. Promotion and 
merchandising award. 



channel 



8. JULY", 1955 

First Prlie in Notion for "The Bob 

Hope Most Beautiful Bride Promo- 
tion": Bureau of Industrial Service 
for General Foods. 



In every eoie fnere were more than 75 ttathm compering for ffceie oworoY 



And WTRF-TV has conducted some other outstanding local 
projects: "Annie Oakley Shooting Match," "Clarabell the 
Clown Promotion," "Spring Fashion Parade." "The 
Fairmont Story," "Wheeling Old-Fashioned Bargain Days 
Event," "Better Homes Shows," "Wild Bill Hickok 
Shooting Match," etc. 
When planning any TV program, consider WTRF-TV's 
dominance; its aggressive promotion and merchandising 
know-how; its 316.000 watts— truly the B'G station in a 
rapidly growing Billion Dollar Market. For availatulities, 
call Hollingbery or Bob Ferguson, VP and 
General Manager, Wheeling 1177. 



WHEELING, W. VA. 




316,000 WATTS 



Equipped for network color 
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minutes of actual shooting time. 

The cost imperatives faced by Stark - 
Layton make it necessary to process as 
little film as possible. Film stock is not 
expensive but developing costs can add 
up. In the script for the Modern Ro- 
mances show that was shot before the 
Elect ronicameras, the "taking" cam- 
era is noted. This means that only the 
film that will eventually be used on 
the air (and. perhaps, a few extra 
shots just in case) is processed. The 
rest is thrown away. 

In the Gleason operation film from 
all three Electron icameras plus a kine 
from the "take" monitor is processed. 
The kine is used as an editing master. 
However, at times Gleason or whoever 
second-guesses the director may sub- 
stitute another shot for the one in the 
kine. 

The Les Paul-Mar) Ford show, 
which is placed locally as a strip, is 
shot with a kitchen background. Be- 
fore Electron icam was used, the actual 
kitchen of the couple's New Jersey 
home was used. Last season the first 
35 of the 105 shows they did was shot 
at the rate of about one a day. This 
year the first third of the shows was 
wrapped up by Electronicam in nine 



clays with the kitchen duplicated at 
the I)u Mont Telecenter. 

Live on film?: When it was first an- 
nounced that Gleason would use the 
Electronicam system there was a big 
to-do about how the system would en- 
able Gleason to provide the same live 
atmosphere even though the show was 
on film. 

This could be accomplished, Gleason 
felt, because the show would be shot 
as it was shot live: in continuous ac- 
tion. The Honeymooners is wrapped 
up in about 35 to 40 minutes with ma- 
jor breaks taken only for reloading 
the cameras, which can shoot 22 min- 
utes at a time. There are also occa- 
sional breaks for set and costume 
changes. 

Gleason also felt that shooting be- 
fore an audience would provide a live 
atmosphere. The audience of 1,200 
at New York City's Adelphi Theatre 
could give the lift that veteran per- 
formers need to keep them at peak 
form and the audience response would 
keep the actors from stepping on one 
another's laughs. 

The CBS comic tries hard to main- 
tain this live feeling. If a joke lays 



How to "Make Yourself at Home" in . . . 

TOPEKA ! 




To get your product in the home, 
you've got to get your message 
there first. And there's nobody 
visiting more Topeka homes these 
days than Bob Richmond (top 
picture) and Frank Jones. Bob, 
known for his easy-going manner, 
builds a healthy rating on "To- 
peka Timekeeper Time," 7:20 to 
7:5.5 mornings. From 2:35 to 5:00 
afternoons, Frank Jones builds his 
"WREN's Nest" of the top tunes 
and late news flashes. Why not 
ask your John E. Pearson man for 
full details? They're both avail- 
able for participating spots. 



an egg, he lets it set in stately silence 
while the cameras grind on. Fluffs and 
bloopers appear on the film just as 
they did when the show was live. 

The idea of shooting before a live 
audience is not new with Gleason. / 
Love Lucy is shot the same way and 
the production methods of this show 
differ from The Honeymooners only in 
the use of different equipment. How- 
ever, there has not been any particular 
association of the Lucy show with a 
live atmosphere. 

If some of tv's critics are correct, 
there will be no such association with 
The Honeymooners either. Jack Gould 
of The New York Times said of the 
shows debut: "The sketch was pre- 
sented on film recording, which was 
not the same as seeing it live, special 
process or no." Jay Nelson Tuck of 
the New York Post wrote that the 
Electronicam "delivers a tv picture as 
good as film can do, though still in- 
ferior to a live picture.'' A number of 
admen contacted by SPONSOR agreed 
in part with these comments. 

Said one Madison Ave. agencyman 
who expects to film commercials with 
Du Mont's system: "It's a remarkably 
life-like show, although I think some 
of the cuts and technical work could 
have been better. It doesn't have quite 
the quality of a good film but it does 
have some of the impact of a live 
show." 

A veteran agency tv v.p. observed : 
"That aspect of Electronicam was over- 
sold by Gleason's publicity. To me 
the point is not whether Electronicam 
can masquerade as live. Rather, the 
point is: Can it be shot as quickly as 
live and at less cost than film? And 
can you achieve the spontaneous 'feel" 
of a live show, if you want it, even if 
) ou can't get a picture that has the 
same tonal values as the live pro- 
gram?" 

The publicity regarding the live at- 
mosphere of the Gleason show may 
have been responsible for a switch in 
AFTRA's position regarding its atti- 
tude toward jurisdiction over talent 
performing in front of the Electroni- 
cam's lens. 

Last May AFTRA granted writ- 
ten approval for SAG jurisdiction over 
actors on Electronicam shows. Early 
this month (October) a letter sent out 
by Alex McKee, acing national execu- 
tive secretary of AFTRA, warned pro- 
ducers that the AFTRA code covers all 
programs produced "by kinescope or 
similar device done in the manner of 
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The eyes and ears of more than 
1,000,000 homes in Northern California 
are focused on Miss KRON-TV 






. . . "Golden Gate's" average 8.6 
rating reaches 98,821 homes each day 
. . . 86.9% of tune-in from 1-3 p.m., 
Monday through Friday . . . weekly 
cumulative rating of 25.2 delivers 
289,568 unduplicated homes per week 
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live broadcasts."' He referred spe- 
cifically to shows produced via the 
Electronicam system. 

When questioned about this stand 
in the light of the previous approval 
given. McKee said the Electronicam 
system had been changed and was no 
longer the same as that demonstrated 
for AFTRA executives earlier this 
year. Du Mont denied any change in 
the system of program production and 
said that only an improved camera 
had been put into use. 

So far, no further action has been 
taken by AFTRA. The union's action, 
however, is a fortaste of the AFTRA- 
SAG battles that may come as a re- 
sult of technological progress making 
obsolete the line now drawn between 
live and recorded tv. Video tape, for 
example, promises such a battle. 

Because of Electronicam, video tape 
and the possibility of fee tv's becom- 
ing a reality, there have been propos- 
als that SAG and AFTRA merge or 
develop some kind of joint working ar- 
rangement. Such a proposal was 
brought to light following AFTRA's re- 
versal on the Electronicam issue. It 
was learned that Henry Jaffee, AFTRA 
counsel, had suggested at AFTRA's 
national convention in July that a com- 
mittee be appointed to discuss this 
and other problems with SAG and 
Actors Equity. 

Commercials: While use of Elec- 
tronicam for programs grabs the head- 
lines, there is just as much, if not 
more, activity with commercials. A 
number of commercial producers are 
exploring the possibilities of the Du 
Mont system and some advertisers have 
already made commercials for air use. 
Among them are Beechnut, Ronson 
and Blatz, the latter for its new beer, 
Tempo. 

Electronicam commercials can be 
turned out fast, say admen. Beechnut 
has made a series at the rate of five a 
day. Du Mont reports that one com- 
mercial producer completed four com- 
mercials in as many hours with Elec- 
tronicam, one of them a two-minute 
announcement, the others one-minute 
ads. The four hours included rehear- 
sal time, two takes and titles. 

An example of the self-correction 
possible with Electronicam was related 
by Rex Marshall, one of tv's top an- 
nouncers. He said that he was making 
a test for a cigarette commercial before 
an Electronicamera when he noticed a 
flare on the monitor. He quickly ad- 



justed the package to wipe out the 
reflected light. 

"I made a filmed coffee commercial 
last week," he went on, "and it took 
12 hours. When we saw the rushes, we 
found a light flare and we had to do a 
retake.'' 

Another example: During the film^ 
ing of a commercial an actress held 
the product casually toward the cam- 
era. The agency production man 
watching the monitor asked: "Could 
you hold it squarely facing the cam- 
era : 

"The director told me to handle it 
nonchalantly." she replied. There was 
a huddle and it was decided to change 
the original shoot in favor of the 
more direct advertising angle. In this 
case if the adman had to wait until the 
rushes, there would have been trouble, 
for the actress, carefully chosen for 
the commercial, would not have been 
around; she took a plane for the coast 
right after the job. 

Although opticals cannot be made 
electronically on film, Electronicam 
provides a kine that serves as a guide 
for the lab to duplicate the effect on 
film. However, camera work can help 
set up optical effects that are com- 
pleted in the lab. Here is one example: 

A commercial made recently with 
Electronicam was used to show beer 
disappearing in a bottle. Two Elec- 
tronicameras were used. One was 
trained on a full bottle, the other on 
an empty bottle. The two shots, iden- 
tical in background, were superim* 
posed on one monitor until the bottles 
matched perfectly and then the cam- 
eras were locked together. Some foot- 
age was then run off. The lab then 
paired the films and made a dissolve 
with the strip of film showing the full 
bottle, thus giving the impression of 
beer fading out inside the bottle. 

What now?: While there appear to 
be many advantages to Electronicam, 
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there has heen no great rush by the 
film business to adopt the combination 
camera. Yet Electronicam seems des- 
tined for a bigger future. Exactly 
how big this future will he depends, 
apparently, on two things: (1) the 
extent of its economy, (2) the speed 
with which video tape or other com- 
petitive devices are developed. 

Economy: Any new device has to be 
used a while before all its advantages 
can be realized. Producers report that 
some of the early estimates on Elec- 
tronicam show production costs by 
Du Mont were higher than film. One 
program packager told Sponsor, "The 
key to whether Electronicam catches 
on right away depends on how Du 
Mont intends to amortize its cost of 
developing and operating Electroni- 
cam. If just a few guys use the cam- 
eras and Du Mont piles all its over- 
head on them, people are going to be 
scared away. Du Mont should price 
Electronicam at a rate which it would 
charge if a lot of people were using 
it." 

It is expected that further experi- 
ence with Electronicam will teach crea- 
tive people and technicians tricks and 
methods that can bring down its cost. 



Next season should see more activity 
on the Electronicam front, since many 
advertisers were already committed to 
conventional film production methods 
this season, when Du Mont's combi- 
nation camera appeared on the scene. 
And, as time goes on, the people who 
wait for someone else to try something 
first will finally look over the system. 

Other devices: Electronicam is not 
the only combination tv-film camera. 
A similar camera has been developed, 
with RCA cooperating, by McCadden 
Productions, the Burns & Allen Holly- 
wood producing unit. This is also a 
single-lens device. Another West Coast 
firm has mounted tv and film cameras 
side by side, each with its own lens, 
corrected for parrallax — that is, cor- 
rected so that the tv camera sees al- 
most the same picture as the film 
camera. 

A British firm, High Fidelity Ltd., 
has tried to interest agencies here in 
a high-definition kinescope. This is 
a closed circuit device with tv (but 
not film) cameras in an 850-line sys- 
tem. The idea here is that the 850-line 
system would produce a high quality 
kinescope recording, thus doing away 
with the need for the combination tv- 
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film camera; However, admen who 
have seen the system say the kine is 
not quite as good as motion picture 
film shot the conventional way. 

Most important, for the tv-film 
camera's future, is video tape. There 
appears little question that this future 
is tied directly to the rate at which 
video tape is perfected. A number of 
producers consider the tv-film camera 
a stopgap until tape is introduced. 

RCA has been talking about intro- 
ducing tape in the spring, but it is 
Considered doubtful that it will com- 
pare in quality with regular film right 
away. This will give Electronicam 
and the other tv-film cameras time to 
make the most of their advantages for 
the next year or two at least, * * * 



TV PROGRAM CONTROL 

{Continued from page 38) 

the people to know that I'm paying 
for what they see. But what do I get 
for my $70,000? A minute and a half 
announcement in the middle of a big 
thing that's got no connection with me 
or my product.'" 

NETWORK: "A minute and a half 
in a spectacular costs the same as a 
color-center-spread in Life. Have you 
ever seen anyone look for a minute 
and a half at a center-spread in Life? 
Even 20 seconds seems like an eternity. 
And they can't tell me that the readers 
of Life buy the product, because they 
reason that the ads pay for the maga- 
zine ! Life gets bought by six million. 
Last Sunday's "Color Spread" reached 
15 million homes. Even conservative- 
ly that means 45 million viewers., 
Which $70,000 do you think sold more 
merchandise?" 

AGENCY: "It's supposed to be our 
function to kick around ideas with our 
clients. To come up with something 
that we feel will help sell his product 
and then to develop it and try it out. 
It used to be like that, but no more. 
Today all we can do is look at the 
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They talk of Pigeons and Glitch 



"Pigeons" arc not birds to a Bell System 
technician. They arc impulse noises causing 
spots which seem to fly across the TV picture. 
And when he talks of "glitch" with a fellow 
technician, he means a low frequency inter- 
ference which appears as a narrow horizontal 
bar moving vertically through the picture. 

It is important that our technicians can de- 
scribe the quality of their signals in terms which 
mean the same to Bell System technicians in 
television operating centers along the line. 

They continually check their monitors and 



oscilloscopes to guard the quality of the signal 
as it wings across the nation. If one of them 
notes any defect in the picture, he may want 
to compare the signal he is receiving with those 
received by monitors back along die line. It is 
important that they talk a uniform language 
with precise definitions. 'I hat way they quickly 
isolate the point of interference and correct it. 

This teamwork along Bell System lines is an- 
other item which assures the network that the 
signals represent the best possible service that 
Bell System ingenuity can provide. 
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lists of what tin* networks have to 
offer, and if we're lucky we can find 
a participating position somewhere. 

PACKAGER: "We used to have a 
large numher of potential buyers. Now 
we have three, the networks. And most 
of the time, even if we should come 
up with a show they want, they'll cut 
themselves in and try to take over 
control." 

NETWORK: 'it's all got to do with 
the fantastically high cost of television. 
Where an agency used to he able to 
cut audition transcriptions at a cost 
easily within its budget, the companies 
able and willing to spend some $30,000 
for a pilot film or audition kinescope 
are few and far between. That leaves 
it up to us. Television is a growing 
medium. Things change all the time 
and it's our job to present top enter- 
tainment to the public. So we scout 
around for new programs. We try 
to keep our program schedule flexible 
to be able to present important special 
show's when the occasion arises." 

SPONSOR: "The worst thing is that, 
with the irregular network schedules, 
it's nearly impossible to count on regu- 



lar weekly exposure of a program to 
our audiences," 

NETWORK : "There are still a large 
number of regular weekly positions. 
Hut the flexibility of our programs 
helps a lot of sponsors. When in the 
past could a chocolate manufacturer 
buy participation in a big show just 
once or twice a year, maybe before 
Christinas and Easter? The big boys 
have no problem. They can always 
find top-notch programs and buy the 
time for them. It's the little fellow 
and the one in between who profits by 
shows like Today, Home, Tonight and 
by the spectaculars and the specials. 
Show me an agency that is willing to 
spend $400,000 for an hour-and-a-half 
program on speculation, only to then 
try and sell it to its clients. If there 
is one, our doors are wide open!" 

PACKAGER: "I call what we're 
doing Operation Vulture. We develop 
programs and then we wait for an 
existing show to drop dead. Then 
we'll jump in and, with luck, we can 
sell one of ours." 

PACKAGER: "They're going to be 
in trouble — the networks, I mean. With 
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control over programing and time, it's 
a clear-cut case of monopoly. Like 
with the major companies in Holly- 
wood, the government is going to step 
in one of these days. I don't know 
when, but they're going to. And then 
there's going to be another "divorce- 
ment decree." You can't have pro- 
duction, distribution and exhibition all 
in the hands of two or three com- 
panies." 

NETWORK: "There is nothing even 
resembling monopoly. There's strong 
competition. Competition between the 
networks themselves, competition be- 
tween the independent packagers and 
us, and even competition between the 
sponsors; All we really control is the 
time." 

AGENCY: It's a fight for supremacy 
between the networks. All they want 
is to kill the ratings of the other fellow; 
It makes no difference if we and our 
client like a program. If the other 
network gets a better rating, we know 
we're on our way out." 

NETWORK: "Certainly we want rat- 
ings. We would serve our sponsors 
very poorly if, for the sake of one 
who happens to like a weak program, 
we'd be willing to lose the audience 
for an entire night. All following spon- 
sors would be hurt." 

AGENCY: "The practice of dumping 
a sponsor is a viscious thing. We may 
have spent millions on developing a 
program and an audience and sudden- 
ly, when a competing show gets a bet-, 
ter rating, we're out." 

NETWORK: "The term 'dumping- 
is unjustified. When we find that we 
have a weak program, we try and sug- 
gest a change or improvement in order 
to strengthen it. We are willing to 
work with the sponsor, to help him 
along. Only sponsors who are un- 
willing to see the necessity of protect- 
ing our program lineup will ever face 
a refusal to renew a franchise. We 
try to bend over backwards to avoid 
such a situation. But sometimes it 
does happen." 
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AGENCY: "Tire networks are per- 
fectly justified. There is more at stake 
here than the sponsor's right to con- 
trol a show or even the packagers' 
ability to continue to function as in- 
dependent operators. Our entire con- 
cept of commercial television was in 
jeopardy some years ago when the 
complaint about the terrible lack of 
quality in tv programing was ram- 
pant. If the fee-tv boys had been on 
their toes then, free tv today might be 
a thing of the past. They weren't 
ready then, but they are now, and 
they are well financed and determined 
to succeed. What is going to happen 
to networks, sponsors, agencies and 
packagers alike, when they, with huge 
sums of cash available through a box- 
office gimmick, sign up the Jackie 
Gleasons and George Gobels and Max 
Liebmans is not hard to figure out." 

NETWORK: "We are on record 
against fee-tv. The public is being 
told that they will get better entertain- 
ment at low cost In fact they would 
be paying for what they're now seeing 
free. There isn't any talent or visual 
form of entertainment that we're not 
willing to pay for and experiment 
with. What better things could they 
possibly hope to present? Cinema- 
Scope? Vista Vision? When things 
like this become feasible for the tele- 
vision receiver, we will be ready to 
present them free!" 

NETWORK: "We pride ourselves on 
the fact that our programs are the re- 
sult of the thinking of many people. 
No one man's opinion is reflected. 
There are individual producers and 
program directors and numerous ex- 
ecutives, who have the power of de- 
cision on groups of programs. No one 
man could possibly be concerned with 
the content of all the programs. Even 
over-all network policy is not the re- 
sult of one man's decision, but rather 
the sum total of the thinking of a 
group of executives." 

PACKAGER: "When we create a 
program, we try to achieve artistic 
merit, coupled with an appeal to a cer- 
tain group of sponsors and the largest 
possible audience potential. We do 
not take into consideration whether 
what the program has to say will ap- 
peal to Pat Weaver or Bill Paley. But 
every time such a program is sold to 
a network something invariably 
changes. I do not believe that these 



changes are intentional. I believe that 
they are the automatic result of people 
trying to please their superiors in or- 
der to protect their jobs. After all, 
that's only human." 

FORMER CHAIRMAN OF THE 

FCC: "Government intervention is a 
two-edged sword. Justified or not, it 
usually results in long, drawn-out in- 
vestigations, during which all con- 
cerned are exposed to influence-ped- 
dling and sometimes out-and-out brib- 
ery. In the final analysis it is even 
hard to convince the anti-monopoly 
forces to testify effectively, because, 
quite naturally, they feel that their 
future livelihood may be jeopardized 
if they antagonize the networks. And, 
after all, network domination, whether 
abused or not, is not the only thing. 
Personally, I ain not at all certain that 
the licensing of a manufacturer and 
holder of a patent-pool, such as RCA, 
to be the mother company of a net- 
work, was not a mistake in the first 
place. But that is academic today. 
What about the virtual monopoly fel- 
lows like MCA and William Morris 
have on talent? They can play both 
ends against the middle and even the 
networks have to do their bidding. 
And they like the network position 
because, with huge salaries paid their 
talent, the 10% commission keeps on 
growing." 

AGENCY: "In a way, I suppose we 
are to blame. We've been selling our 
clients on bigger and bigger name 
stars, knowing all along that the astro- 
nomic salaries could be paid only by 
the networks. We haven't got that 
kind of money and neither have the 
independent packagers or even the 
sponsors, who have to resort to alter- 




"KRIZ Phoenix warned me to 
watch out for pickpockets at the 
Fair." 
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Advertisement 

The South I_s Different! 

By ll.irohl Walker 




[lave you heard that selling the 
South takes a difTerent formula — a 
special effort? Wondered about stories 
of "a changing South?" All right, 
here's a way to sell the South, in terms 
uf it's own individual structure. 

Let us get over one point at the out- 
let. You can make sales in the South. 
It is being done right now. There is 
one formula that's different. And suc- 
cess is not so much a matter of special 
effort, as special choice. To get the 
best and quickest results you never 
peck away with a hairpin, you go get 
a tool designed for the job. You never 
wade through the final details, but find 
a specialized assistant, agent or sales- 
man whom you can rely on to under- 
stand your problems and interpret 
(hem. In radio station WDIA, Mem- 
phis, you have at hand a medium 
shaped by the South's own character, 
ready to be fitted to your organiza- 
tion's needs. 

They listen to it: Ten percent of the 
Negro population in the United States 
live inside the WDIA coverage area. 
This in itself is a heavy-spending mar- 
ket bigger than the Negro populations 
of Chicago plus Philadelphia plus Los 
Angeles: the biggest market of its kind 
there is. 

In the Memphis area alone, the bus- 
tling and prosperous center of this mar- 
ket, 40 percent of the population is 
Negro. And these people had never 
really been approached until WDIA 



started programming for them. There 
is still no medium, even those designed 
for the Negro readers in metropolitan 
sections of the North, which attains a 
fraction of WDIA's coverage and ac- 
ceptance here. 

For WDIA uses Negro voices and 
Negro mu-ic. You hear it as yon drive 
past a barbershop or lunch stand, or 
when you turn the dial on your own 
set — and you can't mistake its rich 
flavor. This was a wondrous and joy- 
ful thing to these folks from the start. 
Their pride and happy sense of owner- 
ship — their habit of keeping WDIA 
tuned in day and night — their whole- 
hearted welcome to the way WDIA 
came to them with their rhythms and 
accents — have had pretty fabulous re- 
sults and still do. 

Just one result is the fact that with 
WDIA you get the top audience rat- 
ings, on all surveys, day and night, in 
a city that has seven other stations — 
some of them on the air twenty-five 
years. The WDIA listeners don't shift 
around. They're listeners for good. 
Good results, too. 

It was this feeling about WDIA, too, 
that pushed WDIA from 250 watts up 
to 50,000 watts in one great move. 
WDIA is still the only 50,000-watt sta- 
tion in Memphis. 

Willing to spend: Yet there's still 
another aspect of this "Golden Mar- 
ket," in addition to its proven devo- 
tion to WDIA; and that's the fact that 
it consists of a group of people who 
actually buy more things than the av- 
erage, and often better. They are eager 
customers. They know quality and na- 
tional brands. 

The Negro 40 percent of Memphis 
buys 56.6 percent of all the laundry 
bleach. They buy 60 percent of all 
deodorants. 44.5 percent of the girls' 
dresses, 64.8 percent of the flour. That 
will give you some idea of the favor- 
able situation already there when you 
start advertising over WDIA. These 
people are earning over a quarter bil- 
lion dollars this year. They are spend- 



ing 80 percent of wliat they make, on 
consumer goods and services. They 
spend what they make. Their families, 
homes and friends are the most im- 
portant elements in their life. And 
they arc 100 percent sold on WDIA. 

Only One in Amerien: (n short, 
WDIA's Memphis and Mid-South op- 
portunities are these. A market of 
1,230,724 Negroes, more than in any 
other one place in America. A market 
of 80 percent spenders who buy quan- 
tity and quality. A market in which 
nothing else comes near the coverage, 
much less the special appeal of WDIA, 
which hits them where they live. A 
market whose loyalty has lifted WDIA 
to the top — and kept it at the top — of 
power and audience measurements. A 
market where — to borrow the legend- 
ary remark Gen. Forrest ma) never 
have uttered — you get the mostest with 
the fustest. 

Just how much weight is carried by 
a solid 40 percent can be seen in suc- 
cess stories of such accounts as 

Wrifileu's Gum, Breast O' 
Ch'ichen Tuna, Pan-Am Gax 
and Oil, Calumet Halting I* me- 
tier, Miller's High Life Beer. 

And there's a good record made by 
WDIA in the line that interests you 
most. Would you write and let us 
know the kind of product on which 
you'd like to see some eloquent fig- 
ures? We believe they'll add up to the 
one formula for selling "a changing 
South" which would be of real advan- 
tage to you. 

WDIA is represented nationally by 
the John E. Pearson Company. 




BERT FERGVJOS', General Manager 
HAROLD WALKER, Commereial Manager 
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nate or split sponsorship in order to 
pay the tab.'' 

NET WOK K: "When we can oiler 
our sponsors big names, we know that 
we can sell the time. But name talent 
today is increasingly resentful of the 
tremendous tax bite the government 
takes every year. Painfully conscious 
of its short span of top earning power, 
it therefore insists not only on big 
salaries, but on contracts of extreme 
length (10, 20, even 30 years) to give 
assurance of continued income far be- 
yond the years of big earning expec- 
tancy. With no one else willing to 
take this financial risk, it was left to 
us to bring these people to tv." * * * 



TIMEBUYER HEADACHES 

(Continued from page 33) 

if he then goes to the client direct, he's 
being unfair to you. Chances are the 
client will turn him down anyhow, 
since the buyer is working along set 
criteria. But it may still mean ques- 
tions from the ad manager to the ac- 
count executhe to the buyer, and time 
wasted with laborious explanations." 

Client calls are justified, buyers 
feel, when the main purpose is selling 
the medium, not attempting to get on 
a schedule. Buyers will work with a 
rep if their aid is sought and they are 
briefed in advance on what the rep 
has to say. Many a well-received cli- 
ent call has drawn on the experience 
and guidance of the buyer. 

Time-icasting sales calls: The de- 
mands on a timebuyer's time are suffi- 
cient without adding to them with un- 
necessarily lengthy presentations or 
long, chatty visits from reps, buyers 
complain. 

"A few reps come in even if they've 
got nothing for the campaign you're 
busy with, and they just blab on about 
business in general, and the wife and 
the kids. Then they get offended if 
you try to cut them off, even though 
they're trying to sell you a group of 
stations in the Rocky Mountains when 
you said clearly you're looking for 
New England sports adjacencies." 

The ratings battle: Ratings are a 
major cause for misunderstandings be- 
tween timebuyers and ad managers. 
Clients tend to use ratings as a yard- 
stick of success in evaluating cam- 
paigns, say the buyers. 

"Thev overlook the fact that a low- 



rated show or time slot might give 
them a lower cost-per-1,000," the head 
buyer of one of the top three radio-tv 
agencies explained. "Say you've got a 
half-hour show with an 8.1 in A mar- 
ket, compared with a 27.0 for a show 
in B market. Well, you may have paid 
S500 for the time in A, some $2,000 
for B market, and your cost-per-1,000 
in A market, with its 8.1, might still 
be lower than the figure for the higher- 
rated time period. Yet often clients 
don't figure beyond the raw rating," 

/Vo information on results: After 
the timebuyer has placed a schedule, 
he's often expected to retire from the 
scene. And if he tries to get sales re- 
sults, the account executive or ad man- 
ager frequently brush him off. 

"But how else can you tell whether 
\ou ve made a good buy?" one time- 
buyer complained. "If the stations 
sent you results on your schedule and 
the account fed you sales and distri- 
bution information while the campaign 
was underway, you might be able to 
work revisions that could produce bet- 
ter results." 

Incomplete availability informa- 
tion: Many stations send their reps 
availability lists on Monday for that 
week, without indicating that nine 
other times will open up two weeks 
later. Since buyers often decide on 
schedules weeks in advance, they may 
be forced to base their buys on a par- 
tial picture. Of course, some reps sup- 
plement station availability lists by 
adding information about forthcoming 
expirations. But all too often it's up 
to the timebuyer himself to call reps 
and prod them to complete the infor- 
mation, based on what the buyer knows 
about other advertisers' campaigns on 
those stations. 

Lags in giving schedule changes i 
"You buy next to Lucy, and suddenly 
vou find you've been running next to 



IN AMERICA'S 
9th MARKET it's TV's 




316,000 warts of V. H. F. power 

WHTN -TV "!£c 

Greater HuntingtonTheatre Corp. 

Huntington, W. Va. Huntington 3-0185 



96 



SPONSOR 



and not maybe! 



WWDC (MBS* 22.6% 



Station "A" 16.2% 



Station "B" 12.0% 



Sta. "C" 8.4% 



"D" 6.1% 



•E" 4.8% 




B 






3.5% 
3.0% 
3.0% 
2.7% 

1 .8% Represented Nationally 



In Out-of-Home Audience 

This is a survey— not just an opinion. 
PULSE made it — this summer — of the huge 
out-of-home radio audience in Washington, D. C. 
WWDC has this big extra bonus audience locked up tight. 
About one-quarter of this entire listening audience sets 
its dial to WWDC — and stays there, day and night. 

WWDC is dominant 83.5% of the time. 
What are your plans for selling the 
always-rich Washington market? You can hardly 
do without WWDC. Get the whole story about this sales-producing 

station from your John Blair man. 



In Washington, D. C it's 



by John Blair & 




1.7% 



MISC. 14.2% 



Tfi» Full* Inc. Ktport: Summtr, 1955 
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a kids' Western for three weeks," the 
buyer on a coffee account complained. 
"Sometimes it's the station that's slow 
in getting schedule changes to its rep, 
and other times a rep will sit on the 
information. If only more of them 
realized that servicing an account is as 
important as selling it." 

Time-consuming presentation par- 
ties: Timebuyers, like other admen, 
like lunch and cocktails, but when a 
presentation lunch, for example, takes 
three hours and keeps the buyer in his 
office until 9:00 p.m. to get through 



that day's paperwork, another head- 
ache develops. 

"Usually, the best presentation is a 
short one," the chief buyer of a major 
agency sums up. "When they start 
taking hours, it's often because not 
enough thought went into organizing 
the pitch. You can often lose a valu- 
able sales message in a jumble of too 
many figures." 

See ad manager only when there's 
trouble: The main reason some buy- 
ers can t find out the over-all sales 
strategy and campaign objectives of 



TED CHAPEAU 

For 7 lush years WJHP basked in the power of a guy named 

Chapeau to win clients and influence listeners. Then came 
8 lean years while a competitor grew rich and fat with him. 

But tides ebb and flow and dawn follows the night. We've 
finally lured Jacksonville's "Mr. Radio" back home and 
we're crowing. Who wouldn't be proud to have the personality 
who's dominated the market for more than 1 5 years despite 

the best of all comers . . . the man who's almost as much a 
part of Jacksonville as the Main Street Bridge? 

The best way to reach Jacksonville when people are getting 
up, going to work and coming home is with the Chapeau 
morning show 6 to 9 AM and his "Ole Lazybones" 4 to 

6 in the afternoon. Both shows are the favorites of the people 
who buy more of the goods advertised on radio — and 
that's important. 



WJHP I RADIO 



radio services of the 
Jacksonville Journal 



their accounts, they say, stems from 
too little direct contact with the client. 

"The ideal situation would be regu- 
lar, brief weekly meetings with the 
client where he brings us up to date on 
changes in strategy, sales results, and 
new product information," one time- 
buyer said. "Of course, the a/e and 
media director both brief us, but a lot 
of information is lost because of the 
many go-betweens between client and 
buyer. The only time I see the ad 
manager on one of my accounts is 
when something goes wrong." 

Papertcork: It's a necessary evil to a 
degree, timebuyers recognize. But it 
could be reduced partly through addi- 
tional help from estimators and partly 
through the cooperation of stations. 

"They send along so much puff 
stuff in their direct mailings," time- 
buyers complain. "And the trouble is 
that nine times out of 10, we've got to 
go through the mail ourselves, because 
the secretary can't judge what's im- 
portant information for us, and what 
isn't. There's too much of a turnover 
in secretaries to train them thorough- 
ly. So an hour and sometimes more 
every day is shot on sifting through the 
mail, and maybe one piece of useful 
information comes out of a dozen piles 
of promotion." 

Offer availabilities, then tcithdraic 
them: The worst pain a rep can in- 
flict is to sell the buyer on a batch of 
availabilities, put him to the trouble of 
selling the account man, get the client 
O.K., and then say, "Sorry, but they're 
sold." And all too often, the buyers 
claim, the reason availabilities are 
withdrawn is because the station was 
able to sell them locally and get its 
full rate without deduction of com- 
missions. * + * 




"Sorry, but they're ail listening to 
KRIZ Phoenix." 
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Detrolters get'em-^ 




GO\H5 



\ 





To drive home your message — to sell those with money 
to spend as well as time to listen — hop into Detroit's 
teeming traffic with this high-octane trio. 

These gentlemen mean business. They program smartly 
and intelligently, keep chatter within bounds, appeal to 
a wide audience rather than to just one age group. That's 
why Pulse Consistently gives them such healthy ratings. 

To get folks coming and going — to and from work, on 
business and shopping trips, on weekdays and weekends 
— make it Maxwell, Mulholland, and DeLand. 



UIUU 



AM 
FM 



Bou'c 




AffiTmle 



AM-950 KILOCYUES-5000 WATTS 
FM — CHANNEL 2*6-97.1 MEGACYCLES 
Assodole Memion Station WVVJ.TV 



WORLD'S FIRST RADIO STATION • Owned and Operated by THE DETROIT NEWS 
Nationul Representatives: FREE & PETERS 
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TOP RADIO COMMERCIALS 

l Continued from page 42) 

I > roach, telling the listener positive sell- 
ing facts without the bludgeoning you- 
must-go-out-and-buy approach. I For 
story about the Ford popular song 
approved see SPONSOR 10 Jannan 
1 95. r >. page 10). 

Metropolitan iAfv Insurunec Co.: 

Agency : Y&R; Ad Manager: Henry R. 
Geyelin (see Mr. Sponsor, page 24 
this issue! ; Type: public service, 
straight copy: Text: Y&R staff under 
direction of Hill Whitman; Perform- 
ers: copy read by local station an- 
nouncers; Use: nationally; Theme of 
campaign: "Good Hints For Good 
Health.'' 

Copy: (One of 250 variations on 12 
different subjects.) Even on hands 
that look perfectly clean, doctors say 
that they can often find 20 or more 





Who offers 
'The World Now 

around the 
- clock?' 






See Sponsor, November 14 




different kinds of bacteria. Should a 
cut occur — even a small one — these 
bacteria could cause infection. 

Analysis: The insurance selling 
sponsor has a unique problem: After 
making his sale, it is to his advantage 
to keep the public educated on good 
health practices and thus prevent his 
customers from making use of his 
product. It is therefore understand- 
able that the commercial copy of the 
company concentrates on telling the 
public how to remain healthy. (See 
SI'onsok 17 May 1954, Page 52.) 

\utional Curbon Co, ( Eve ready ) : 
Agency : Wm. Esty: Ad manager: A. 
J. Houseman; Type: straight copy; 
Theme of campaign: Stories about 
people's experiences with the sponsor s 
product; Text: Wm. Esty-staff; Per- 
former: Kenneth Banghart; Recorded 
by: Wm. Esty; Use: nationally. 

Copy: This is Kenneth Banghart 
with another feature story: Robert 
Grovosky was driving his jeep care- 
fully along the road, cut out of a high 
canyon wall, when suddenly at a curve 
a car came rushing toward him at top 
>peed. 

Analysis: The sponsor uses as his 
basis for the commercial a factual 
documented story. His product appears 
logically as an integrated part of the 
story, thus making a natural transition 
to the selling message. By identifying 
the names of both the people to whom 
the story happened and the announcer, 
who is reading the copy, a feeling of 
documented authenticity prevails. 

\estle (Nescafe); Agency: Bryan 
Houston; Ad manager in charge of 
madia: Richard F. Goebel; Type: 
jingle; Text: Emerson Cole; Music: 
Copy Dept. Bryan Houston; Arrange- 
ment: Bobby Swanson (variations of 
original tune include Western, boogie, 
calypso, others); Performers: Gold 
Swan Group: Recorded by: Audio- 
Video; Use: nationally with biggest 
saturation over WNEW, New York. 

Lyrics: Ooooo. What a wonderful 
vacation I had in old Mexico. I met 
a dashing caballero. Senorita! We 
danced the rhumba until dawn. That 
Latin lover, oooh, what technique. My 
heart beat faster, my knees were weak. 
As he bowed and gently kissed my 
hand I felt like dancing the fandango. 
... To satisfy your coffee hunger, 
coffee hunger, why, Nescafe's the only 
buv. . . . 



Analysis: Nescafe combines two im- 
portant factors: Music and humor. 
Client foregoes mention of his product 
until the middle of the commercial in 
order to create happy and receptive 
mood among his listeners. In creating 
bis own original music, Nestle like 
Coca-Cola is trying to establish a tune 
identified solely with the product. (For 
more about Nestle ad campaign, see 
si»o\soi< 19 April 1954, page 34.) 

INel Bros.: Agency: Y&R; Gen. sales 
manager: Thomas Hawkes; Type: 
Humorous dialogue; Text: Ed Graham 
in co-operation with Ben Maugham of 
Y&R; Performers: Bob & Ray; Re- 
corded by: WOR; Use: New York 
area. 

Copy: (Bob:) How do you do. I'm 
. , . (Ray cuts in;) Always start with 
an attention getting device, Harry! 
(Bob:) Hmmm, I'm Harry Piel and 
along with my brother Bert, here, I 
brew Piel's Light Beer, a product of 
Piel Brothers. Brooklyn, New York. 
All right, cannonier, fire! (SOUND 
OF CANNON). (Ray:) You see, 
Piel's shoots for dryness. (Bob:) Oh, 
that's because Bert and I know that 
the drier the beer, the better the taste. 
(Ray:) And we don't miss! We hit 
the bullseye every time. . . . 

Analysis: To judge by the copy 
alone, this is probably the hardest 
selling of the eight prize- winning com- 
mercials. But though it mentions the 
sponsor and his product from the very 
beginning, the sales message is con- 
verted into entertainment by the horse- 
play of Bob and Ray. 

In choosing this particular example 
of humor in commercials, admen seem 
to be refuting the often-repeated theory 
that making even good-natured fun 
of either sponsor or his product is 
bad sales technique. * * * 



PULSE Proves 



mg^^ Wilkes-Barre 

the front-running radio station 
reaching more than a Quarter Mil- 
lion radio homes. 

Call Avery-Knodel, Inc. 



100 



SPONSOR 



Some people are born leaders 




...like WCAU, Philadelphia 

WCAU Radio's supremacy is even more evident in its 33rd year. The latest 
Pulse report shows WCAU's audience share to be 38% greater than the next 
nearest station, while sales records for the first eight periods of 1955 
surpass the same period last year— an all-time high in station history. 

The Philadelphia Bulletin Radio and TV Stations • CBS Affiliates * Represented by CBS Radio and Television Spot Sales 
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Call on our 

FARM DEPARTMENT 



to help strengthen your sales contact 
with America's great Farm Market 




Tom Ragland, farm director of John Blair & Company, and Sam R. Honegger, 
President of Honegger's, Inc., Fairbury, Illinois, take a look at one of the famous 
Honegger Leghorns shown at the WLS Farm Progress Show held recently at 
Belvidere, Illinois. 



Day by day — even hour by hour 
— Radio is essential to modern 
farm operation. 

Radio— and ONLY Radio- 
provides the farm with around- 
the-clock weather information, so 
vital in planning farm activities. 

Radio— and ONLY Radio- 
brings up-to-the-minute market 
estimates and quotations, so vital 
in making decisions to buy or sell. 

Radio— and ONLY Radio- 
can provide the farm family with 
current news several times each 
day. 

Why Spot Radio Is Needed 

Farming is regional. Farm crops 
and farm customs vary from state 
to state, across the nation. To be 
effective, radio's service to the 
farm must be essentially local in 
character — hence, effective use of 
radio by the advertiser is logically 
scheduled on a spot basis. 

Special Characteristics 

Since farm-living still differs from 
urban-living in many essentials, 
the advertiser and his agency need 
complete information on the spe- 
cial ways in which radio serves the 
farm and the farm-home today — 
and hence the ways in which it 
can best serve the advertiser seek- 
ing to increase his share of Amer- 
ica's great farm market. 

To Serve Advertisers 

Recognizing this need, John Blair 
& Company led in establishing a 



Farm Department, with the basic 
purpose of gathering, analyzing 
and presenting pertinent farm- 
and-radio information of value to 
marketing executives. 

Experienced Direction 

This department is under the per- 
sonal direction of Tom Ragland. 
With a broad knowledge of current 
farm practices in every section of 
the country, and with radio expe- 
rience covering more than a score 
of years, he is thoroughly quali- 
fied to help you make the most 
effective use of Radio to increase 
your business with farms and 
farm-homes. 



Among stations which have un- 
disputed leadership in farm-serv- 
ice, many are represented by John 
Blair & Company. These are sta- 
tions on which you can depend for 
farm-audience and farm-influence 
capable of strengthening your 
farm-sales. 

To your questions regarding the 
extent of today's farm market for 
your products — or the complete- 
ness with which radio reaches 
farm-homes in any section of the 
United States — or new ways in 
which farms might utilize your 
products, our Farm Department 
is ready to provide or find the 
answers. 




Representing Leading Radio Stations 

NEW YORK • BOSTON • DETROIT • CHICAGO • SAN FRANCISCO 
ATLANTA • ST. LOUIS » DALLAS - LOS ANGELES • SEATTLE 
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Cross-section of radio and fv stations with farm programing 



Stations I bled below represent only a cross-section 
of those wilh farm programing. To stations whose 
farm directors are member* of National Associa- 
tion of Television and Radio Farm Direelors, spon- 
sor added stations replying to ils own survey, Re- 



spondents lo sponsor Mirvev indicated with <?tar. 
For more complete liM of station-; with farm pro- 
graming, sec sponsor's HuYfrs' (Undo to Station 
Programing. New issue of the Guide is due Feb- 
ruary 1956. (Current issue is still available.) 





ICfiffio station list starts belo 


iv. Television starts page 


1 1 9 










ALABAMA 



















National 


Wkly Hrt 




City 


Stations 


Freq. 


Power 


Network 


Rep. 


Farm Prog. 


R.F.D. 


ALBERTVILLE 


W'AVU 


630 


500w 






12 


Jesse A. Culp 


FOLEY 


W11EP* 


1310 


lOOOw 




Indie Sales 




Jim Stewart 


MONTGOMERY 


WRA.M 


710 


50k w 


ARC 


Radio-Tv Reps 


v\ 


Crawford Roqu^more 


SC0TTSB0R0 


WCRl* 


1050 


250w 






8 


C»*ne Brown 








ARKA 


N S AS 








LITTLE ROCK 


KARK 


920 


5kw 


NBC 


Peiry 


2'/» 


Bob Ruice 




KLRA 


1010 


lOkw 


ARC 


Raymer 


4-:. 


Jim Moflet 




KTHS 


1090 


50kw 


CBS 


Branham 




Marvin \ ines 


ROGERS 


KAMO* 


1390 


SOOw 




Best 


29 


Smoky Dacus 








CALIFORNL 


a 






BAKERSFIELD 


KERN* 


1410 


lOOOw 


CRS 


Raymer 


5 


Dick Martin 


FRESNO 


KFRE 


940 


50kw 


CBS 


Avery-Knodel 


6 


Wally Erickson 


SACRAMENTO 


KFBK 


1530 


50k\v 


ABC 


Ravmer 


4y 4 


Raymond Rodgers 


SAN DIEGO 


KCBQ 


1170 


5kw 


ABC 




3 


Howard Keddie 


SAN FRANCISCO 


KCO 


810 


50kw 


ARC 


Petry 


2 


Bill Adams 




KCBS* 


740 


50,000w 


CRS 


CBS Spot 


2>-> 


Cordon Roth 




KNBC 


680 


50kw 


NBC 


NBC Spot 


4 


Henry Schacht 


SUSANVILLE 


KSUE* 


1240 


250w 




Tracy Moore 


3 


Ilal Houston 








COLO 


R A D O 








DENVER 


KIMN 


950 


5kw 








Gus Swanson 




KLZ 


560 


5kw 


CBS 


Katz 


v t 


Carl Herzman 




KOA 


o50 


50k\v 


NRC 


Petry 


18 


Chuck Muller 


GREELEY 


KFKA 


1310 


lkw 




Dolman 


12 


Larry Kirk 






CON N E 


CTI CUT 






HARTFORD 


WTIC 


1080 


50kw 


NBC 


Cliristal 


8 


Frank Atwood 


DELAWARE 


GEORGETOWN 


WJWL* 


900 


lOOOw 




/.i miner 


25 










FLORIDA 








TAMPA 


^ FLA* 


970 


SOOOw 


NBC 


Blair 


4\' 


Mardi Liles 
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IDAHO 



City 

CALDWELL 



Stations 

KCID* 



Freq. 

1190 



Power 

25C\\ 



Network 



National 
Ren. 



Wkly. Hrs. 
Farm Prog. 

i.5 



R.F.D. 

Duane Wolfe 



ILLINOIS 



CHICAGO 


\\ HUM 


780 


EOw 


CBS 


CBS Spot 


2»« 


George Menard 




WIS 


890 


50kw 


ABC 


Blair 


29 


Maynard Bertseh 
Dix Harper 
Harry Campbell 
Bill Mason 
Bruce Davies 




V G\ 


720 


50kw 


MBS 


HoIIingbery 


IVj 


Norman Kraeft 


DECATUR 


WDZ 


1050 


lkw 




Free & Peters 


9 


Harvey C. All top 


LINCOLN 


\\ PRC* 


1370 


500w 




Kambeau 


15-20 


William M. Brady 


MT. VERNON 


\\3nx* 


940 


lOOOw 




Pearson 


12 


Curt Bradley 


PEORIA 


WMBD 


1470 


5kw 


CBS 


Free & Peters 




Emil Bill 


URBANA 


WILL 


580 


5kw 







4 


John F. Weidert 








1 N D 


1 A N A 








EVANSVILLE 


WJPS 


1330 


5kw 


ABC 


HoIIingbery 


7Vo 


Russell Wood 


FT. WAYNE 


WKJG 


1380 


5kw 


MBS 


Raymer 


~3 


Wayne Rothgeb 




WOWO 


1190 


50kw 


NBC 


Free & Peters 


19U 


Jay Gould 


HAMMOND 


WJOB 


1230 


250w 




— 


2% 


Jerry Mitchell 




W'FBM 


1260 


5kw 


ABC 


Katz 


4 


Harry Martin 


INDIANAPOLIS 


WIBC 


1070 


50kw 


MBS 


Blair 


12 


Harry Andrews 


JASPER 


WITZ* 


990 


lOOOw 






11 


Carl Holler 


KOKOMO 


WIOU 


1350 


lkw 


CBS 


Weed 


1174 


Ray Watson 


LOGANSPORT 


WSAL* 


1230 


250w 


MBS 




7y a 


\ ictor H. Sterling 


SALEM 


WSLM 


1220 


250w 




Best 


7 


Erwin Eisert 


W. LAFAYETTE 


WBAA 


920 


5kw 






5 


Horace Tyler 


- 






IOWA 








AMES 


WOI 


640 


5kw 






7Vs 


Dallas McGinnis 
R. C. Bentley 


CEDAR RAPIDS 


WMT 


600 


5kw 


CBS 


Katz 


12 


Bob Nance 
Chuck Worcester 


DAVENPORT 


KSTT 


1170 


lkw 


MBS 


Walker 


6 


Bill Allen 
Dick Roberts 


DES MOINES 


WHO 


10-10 


50kw 


NBC 


Free & Peters 


6 


Herb Plambeck 
Keith Kirkpatrick 




KIOA 


940 


~~10kw 




11 R 


25 


Bill Hitt 


DUBUQUE 


KDTH 


1370 


lkw 








Gerald McAleece 


MASON CITY 


KCLO 


1300 


5kw 


CBS 


Weed 


4y 2 


Al Heinz 


SHENANDOAH 


KM A 


960 


5kw 


ABC 


Petry 


15 


Merrill Langfitt 
Jack Cowing 


SIOUX CITY 


WNAX 


570 


5k w 


CBS 


Katz 




Warren Kester 


WATERLOO 


KWWL 


1330 


5kw 


MBS 


Headley-Reed 


3 


Bob Newborough 


KANSAS 


COLBY 


KXXX 


790 


5kw 




H-R 


18 


Bud Clem 


LAWRENCE 


KLW.Y* 


1320 


500w 






4V2 


Bill Drake 


SALINA 


KSAL* 


1150 


5000w 


MBS 


Pearson 


2 


Sonny Slater 


TOPEKA 


WIBW 


580 


5kw 


CBS 


Capper 


18% 


Wes Seyler 
Wilbur Levering 
Dick Nichols 


WICHITA 


KFBI 


1070 


lOkw 


ABC 




5 


Lester Weatherwax 








KENTUCKY 






BOWLING GREEN 


WKCT* 


930 


1000w 


ABC 


Pearson 




Hank Brosche 


LEXINGTON 


WLAP 


630 


500w 


ABC 


Pearson 


l'/2 


Paul Everman 


LOUISVILLE 


WHAS 


840 


50kw 


CBS 


Ifhristal 


4V 2 


Burnis Arnold 
Hayden Timmons 


MAYSVILLE 


WFTiM 


1240 


250w 


MBS 




6 


Scott True 


WINCHESTER 


WWKY* 


1380 


lOOOw 


MB** 


Best. 


35 


Herman Kelly 








LOUISIANA 






NEW ORLEANS 


WWL 


870 


50kw 


CBS 


Katz 


6% 


George W. Shannon 


OPELOUSAS 


KSLO* 


1320 


250w 


ABC 


Senr? & Aver 


25 


Floyd Cormier 


SHREVEPORT 


KWKH 


1130 


50kw 


CBS 


Branham 


3 1 - 


Jaek Timmons 
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HARVEST « BUMPER 



SALES 




C R 0 P in OJH 1 0 



Ohio is a fertile* field for sale-, f arm income is 
nearly ONE BILLION DOLLARS annually. Excluding 
the many thousand* of dollars Ohio fanner- -pend 
for machinery, livestock, fertilizer, seed, and other 



production need?, the average net farm income 



$5391.00 annually .... among the highest in the nation. 



A personal interview mi rvey eonducted among 1,000 farm families- at the Ohio State Fair showed 
\\ KFD to he the preferred radio station in Ohio. Of a total of one thousand persons interviewed. 
611 siid thev listened to WRFD regularly. Interviewee> were also asked "which station has the mo-t 
helpful and interesting farm programs?*' W RFD ranked highest in listener preference in 53 of 
Ohio's 88 counties, second in 22 counties. 

There is a good reason for WRFD's leadership in listener preference among farm and rural people of 
ihe Buckeye State. WRFD has consistently broadcast more farm service programs and special features 
than an\ other station serving the State. And, WRFD has tied this big service package together with the 
kijid of entertainment features preferred by rural people. A talented staff with agricultural know-how 
and years of experience is ready to serve you. 

Blue chip farm advertisers prefer WRFD because it sells. You cannot adequately cover the rich 
Ohio farm market without WRFD. Put your sales message on WRFD and get deeper penetration in 
rural Ohio at lower cost than is possible with any other advertising medium. Check the following 
advertisers who sell Ohio farmers via WRFD; then contact your MEEKER man for availabilities: 



Ford Tractor 

Djvco Fertilizer 

International Harvester 

Farm Bureau 

Cobey Corp. 

DeKalb 

Murphy Products Co. 



Pfistcr Assoc. Crowers 
Pitman-Moore 
Standard Oil of Ohio 
Allied Mills 
Sinclair 

Producers livestock 
Sacco Fertilizer 



Omar Bakeries 
Robin Hood Flour 
Borden Company 
Swansdown Cake Mixes 
Pinex 

Kroger Co. 

Plus Many Others 



Ohio's Rural Station 

where town and country meet . . 




Potent 7%eefai/tte&uat£& 

national representative 

5000 Watts »880Kc 
WORTH I N GT O N,O.I 



WRFD 
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MAINE 



City 


Stations 


Freq. 


Power 


National 
Network Rep. 


Wkly. Hrs. 
Farm Prog. 


R.F.D. 


HOULTON 


W ABM* 


1310 


250w 


All \\ ebb 


30 


Ted Coffin 


PORTLAND 


WCSll 


970 


5kw 


NBC Weed 




Jake Brofee 




WG.VN 


560 


5kw 


CBS 


3 


George Hunter 








MARYLAND 






BALTIMORE 


WBAL 


1090 


50kw 


NBC Cliristal 


14 


Conway Robinson 


FREDERICK 


WFMD 


930 


lkw 


CBS Meeker 




John A. Zufall 






MASSACHUSETTS 






pUj 1 KJri 


WP.7 


1030 


51kw 


NBC Free & Peters 


o /•* 


Malcolm McCormack 




\\ LI j1 


590 


5kw 


CBS 


91/, 
Z 72 


Louis A. Webster 




TTM T AT 

» 1 1 ^ V I 


1240 


250w 


MBS Walker 


7 


\V00dy Brown 








MICHIGAN 






ADRIAN 


WABJ 


1490 


250w 


Best 


5% 


Don Dean 


BAY CITY 


WBCM 


1440 


lkw 


ABC Ilollingbery 


13% 


Ed Vallender 


RPKJTOKJ HAP ROP 


\\ HID 


1060 


lkw 


Holman 


4-7*2 


John Chase 


DIVJ KArlL/J 




1460 




Holman 






Ul 1 Kwl I 


WW I 


950 


5kw 


NBC Ilollingbery 


9 


1 r\ n r\ IV 1 ojti hold 

jonn i>ierrmeiQ 


EAST LANSING 


WKAR 


870 


5kw 




11 


Art W. Boroughs 


KALAMAZOO 


WKZO 


590 


5kw 


CBS Avery-Knodel 


7% 


Carl Collin 


ROGERS CITY 


WIIAK* 


960 


5000 w 






Jack Brown 








MINNESOTA 






F A niD A III T" 

FARIBAULT 


V n 1 1 T 

KD1 IL 


920 


lkw 


Lawson 


472 


; 5 «H, 

Dean Curtiss 


MANKATO 


KTOE* 


1420 


TOOOw 


ABC Pearson 


25 y 2 


Cliff Adams 


MINNEAPOLIS- 
ST. PAUL 


KSTP 


1500 


50kw 


NBC Petry 


16 


Cal Karnstedt 




wcco 


830 


50kw 


CBS CBS Spot 




Maynard Speece 
Jim Hill 


k. t W% it III LA 

NEW ULM 


KNUJ 


860 


lkw 






Bob Christianson 


ROCHESTER 


KROC 


1340 


250w 


NBC Meeker 




Gerald Boyum 


ST. PAUL 


KUOM 


770 


5kw 




2y 2 


Raymond S. Wolf 








MISSISSIPPI 






HATTIESBURG 


WBKH* 


950 


5000w 


Indie Sales 


28 


Terry R. Speights 


JACKSON 


WJDX 


620 


5kw 


NBC Hollingbery 


5% 


Forrest Cox 
Howard Langfitt 




WRBC 


1300 


5kw 


MBS Branham 


2V 2 


R. A. Miller 


MISSOURI 


JEFFERSON CITY 


KL1K 


950 


5kw 


Walker 


12 


Jack Kroeck 


KANSAS CITY 


KCMO 


810 


50kw 


ABC Katz 


6 


Jack Jackson 
Jack Wise 
George Stephens 




KMBC 


980 


5kw 


CBS Free & Peters 




Phil Evans 




KMBC 


550 


5kw 


CBS Free & Peter? 




Phil Evans 


kirksville" 


KIRX* 


1450 


250w 


ABC 


6 


Charles Porter 


MARSHALL 


KMMO 


1300 


lkw 


Pearson 




Dudley R. Cason 


ROLLA 


KTTR* 


1190 


250w 




12 




SPRINGFIELD 


KWTO 


560 


5kw 


ABC Pearson 


10 


Loyd R. Evans 


ST. JOSEPH 


KFEQ 


680 


5kw 


MBS Ileadley-Reed 


6 


Harold J. Schmitz 


ST. LOUIS 


KMOX 


1120 


50kw 


CBS CBS Spot 


7 


Ted Mangner 








MONTANA 






GREAT FALLS 


KFBB 


1310 


5kw 


CBS Boll in 2 


15% 


W. C. Blanchette 








NEB 


RASKA 






GRAND ISLAND 


KMMJ 


750 


lkw 


ABC 1I-R 


22V2 


George C. Kister 
Dutch Woodward 


NORFOLK 


WJAG 


780 


lkw 


Walker 


12 


Jim Deitloff 




WJAG 


780 


lkw 


Walker 


I31/2 


llickson, Wells, High 
Meier 
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IMPACT RADIO ROLLS 



IN 




GREAT SOUTHWEST 



Because of Shows Like These: 



LIVE TEXAS MUSIC 
FROM OUR STUDIOS 




The "Cedar Ridge Boys" bring toe-tapping 
tunes, instrumentals and vocals . . . with plenty 
of friendly chatter to WBAP listeners. Here's a 
Texas musical show that's tops with everyone! 
Twice daily, 8:30 to 9:00 A.M. and 12:30 to 1:00 
P.M. Conlact your Free and Peters man. 



DOROTHY KILGALLEN 
AND RICHARD K0LLMAR 




"Dorothy and Dick" — with informal, neigh- 
borly half hour visits designed to please 
ladies of every age, 1:00 to 1:30 P.M. daily. 
Miss Kilgallen's popular newspaper col- 
umn is carried in Ihe Fort Worth Star- 
Telegram, with the largest circulation in 
Texas. Contact your Free and Peters man. 



HERE'S HOW NRC 
STACKED UP 
IN SEPTEMBER 



MONITOR 




MONITOR 



1 



Yes, here's how impact 
MONITOR scored in the Fort 
Worth metropolitan area, in 
September*. On weekends, 
MONITOR heads all radio 
programs on all radio sta- 
tions heard in metropolitan 
Fort Worth. 

MONITOR — first in 18 out 
of the 20 half hour periods 
carried on Saturday 

(8:30 A.M. to 10:30 P.M.) 

MONITOR — first in 8 out of the 1 1 half hour periods carried 
on Sunday (12 noon to 10:30 P.M.) 

Total weekend score . . . Rates first in 26 out of 31 half hours 
carried over all radio stations. 
Contact your Free and Peters man. 

'SOURCE: Conlan Radio Report 1.000 call co-incidental September 19SS 

YES, IMPACT RADIO ROLLS II THE GREAT SOUTHWEST... 



WBAP 



Since 1922 



STAR -TELEGRAM 




Amort Carter, Jr. Harold Hough 
President Director 

Fort Worth, Jfixas 
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Frtq . 


Power 


Network 


National 
Rep. 


Wkly. Hrs. 
Farm PrOQ. 


R.F.D. 


OMAHA 


\\ (JYA 






L.10 


DJair 


O 


Alal Hansen 

Arnold \v* Pptprson 




K K \ 15 


1 J 1 0 


50k\\ 


NBC 


Free & Peters 


5 


Lloyd Oliver 
Bill Macdonald 








fcl E* 1AI 


T u rf l\ 








AMSTERDAM 


\u:ss* 


1 190 


250w 




McGillvra 


2Va 


\\ alt Gaines 


BUFFALO 


WKBW 


1520 


50kw 


ABC 


AveryKnodel 


9Va 


Wally Waeoner 


JAMESTOWN 


WJTN 


1310 


250\\ 


ABC" 


\ en.. Rin. & Mc 


C. 30 


Robert S. Webster 


ITHACA 


W'HCL 


870 


lkw 


CBS 




Wi 


Louis W. Kaiser 
Ted Richards 


NEW YORK 


Vi'RCA 


660 


50kw 


NBC 


NBC Spot 


3 l / 2 


Phil Alampi 




WOR 


710 


50kw 


MBS 


H-R 




Joe Bier 


SCHENECTADY 


WGY* 


810 


50,000 w 


NBC 


Christal 


4:45 


Donald A. Tuttle 


UTICA 


VSIBX 


950 


5kw 


CBS 


Walker 


17 % 


Ed Slusarczyk 


WALTEN 


Vi DLA* 


1270 


lOOOw 




Rambeau 


13 


Clarence Denton 






Pi \J 


EST U 

n i n w 


AROLI N A 






FAYETTEVILLE 


WFNC* 


1390 


5000« 


MB^ 


Walker 


18 


\ e-tal C. Taylor 


KINSTON 


W h.L.T~ 


1010 


1000w 




Devney 






LAURINBURG 


WLW (J 


1080 


lkw 






3 


J. K. Ualrymple, Jr. 


RALEIGH 


( A C state 


College) 




Tarheel 




2 7a 


r r« i 1 1 

1 ed Hyman 

(Tank Wilkinson 

Gitalin. m llI^lllwVU 


WINSTON-SjALEM^ 


WSJS 


600 


5kw 


NBC 


Headley-Reed 


5 


Harvey Dinkins 






NORTH 


DAKOTA 




— 


DEVILS LAKE 


KDLR* 


1240 


250w 


MBS 


Lawson 


almost all 




FARGO 


WDAY 


970 


5kw 


NBC 


Free & Peters 


10 


Ernie Brevik 


GRAND FORKS 


KNOX* 


1310 


5000w 


MBS 


Rambeau 


15 


Roy W. Gunderson 








OHIO 








CINCINNATI 


WLW 


700 


50kw 


MBS 
NBC 


WLW Sales 


9 


Boh Miller 
Bill Alford 


COLUMBUS 


wosu 


820 


5kw 








Artur H. Smith 




WBNS 


1460 


5kw 


CBS - 


Blair 


1V4 


Bill Zipf 




WTVN 


610 


5kw 


MBS 


Katz 


4 


(»lpnn K T .arkpv 

V71C11 11 A • 1juLI\v y 

George L. Zeis 


MARION 


WMRN 


1490 


250w 


ABC 




9 


Charlie Might 


PIQUA 


WPTW* 


1570 


250w 




Best 


2 5/6 


R. C. Bubp 


SANDUSKY 


W'LEC* 


1450 


250w 


MBS 


Hal-Holman 


40 min. 


Bill Brock 


TOLEDO 


WSPD* 


1370 


5000w 


NBC 


Katz 


3y 2 


Chuck Parmelee 


WORTHINGTON 


WRFD 


880 


5kw 




Meeker 


22 


Clyde E. Keathley 
Mary Lou Pfeiffer 


OKLAHOMA 


ARDMORE 


KVSO 


1240 


250w 


ABC 


Ven., Rin. & McC. 6 


W. A. McGalliard 


CHICKASHA 


KWCO* 


1560 


lOOOw 




Best 


13 


Nick Sander* 


GUYMON 


KGYN* 


1220 


1000k 




Best 


7% 


T. M. Raburn, Jr. 


OKLA. CITY 


KOMA 


1520 


50kw 


CBS 


Avery-Knodel 


4 


Wayne C. Liles 




WKY 


930 


5kw 


NBC 


Katz 


6 


Jack Stratton 
Bob Stevens 


STILLWATER 


KSPI* 


780 


250w 


MBS 


Thos. Clark 


9 


Jim Wells 


TULSA 


KVOO 


1170 


50k w 


NBC 


Petry 


10 


Sam Schneider 








OREGON 








EUGENE 


KERG 


1280 


lkw 


CBS 






Earl Britton 






PENNSYLVANIA 






DOYLESTOWN 


WBIX* 


1570 


250w 




Indie Sale* 


8 


Richard J. Alliger 


HARRISBURG 


W'CMB 


1460 


5kw 


MBS 


Cook 


4 


John A. Smith 


PHILADELPHIA 


WFIL 


560 


5kw 


ABC 


Blair 


3 


Howard Jones 




WCAU 


1210 


50kw 


CBS 


CBS Spot 


4*4 


Amos Kirby 


MEXICO 


W'JUN* 




250w 






40 


Charles Moore 


PITTSBURGH 


KDKA 


1020 


50U 


NBC 


Free & Peters 


SH 


Homer H. Martz 


YORK 


WSBA 


910 


lkw 


MBS 


Young 




Herman E. Stebbins 



108 



SPONSOR 




How's THIS for 



GOING TO TOWN? 

WDAY 3 to 1 FAVORITE IN FARGO-MOORHEAD 



hooper Radio audience index — fargo-moorhead — November, 1954 



Share of Audience 



— . 

Mondoy thru Fridoy 

!— * 


WDAY 


Sloticn 8 


Slotion C 


Station 0 


7 p.ini — 12 noon 


57.9 


18.1 


16.3 


3.6 


12 noon — 6 p.m. 


5 8.3 


16.6 


18.2 








WDAY 

FARGO, N. D. 

NBC * 5000 WATTS • 970 KILOCYCLES 

FREE & PETERS, INC., Exclusive National Rcprescn tatives 



SURE, we're Hayseeds, but when we go to 
town, wc really go! Look at the latest 
Hoopers — WDAY is preferred 3 to 1 over the 
second station, and by more listeners than all 
other stations combined ! 

Top that with our staggering 91.7% prefer- 
ence in 41 neighboring counties, and the 
listenership story here in the Rc<l River Valley 
comes into sharp foeus. It boils down to tin- — 
no matter u liere I town nr country ) or when 
( morning, noon and night I \^ DA^ is the nn- 
disputed leader, with no challengers in sight. 

Let a Free & Peters Colonel fill you in on 
the details. 



SOUTH CAROLINA 



City 


Stations 


Freq. 


Power 


Network 


National Wkiy. Hrs. 
Rep. Farm Prog. 


R.F.D. 


COLUMBIA 


WIS* 


560 


5000\\ 


NBC 


Free & Peters 


10 


Bob Bailey 


FLORENCE 


\\ J MA* 


970 


5000\v 


ABC 


Walker 


50 


Ervin T. Melton 


GREENVILLE 


WFBC 


1330 


5000w 


NBC 




2% ' 


Paul L. Fisher 


OR AKinFRIIRft 


WTND* 


920 


lOOOw 




Tho^. Clark 


m 


L. Richard Rhame 


SPARTANBURG 


WSPA 


950 


5kw 


CBS 


IloIIingbery 


6 


Cliff Gray 






SOUTH 


DAKOTA 






r iai IV r a 1 1 C 






lOkw 


ABC 


Avery-Knodel 


21 


E. C. Stangland 


YANKTON 


\YNAX 


570 


5kw 


CBS 


Katz 


11 


George G. German 
Chet Randolph 








TENNESSEE 


- — — 




CHATTANOOGA 


WDOD 


1310 


5kw 


CBS 


Ramer 




1 r< o r rr tzt y 

LiCC DdlgCI 


KNOXVILLE 


wmwT~ 


990 


lOkw 


CBS 


Branham 


4 


riifT Allen 


MEMPHIS 


WMC 


790 


5kw 


NBC 


Branham 




T^prpL" KnnlfP 
1/ c 1 civ 11UU1VC 


NASHVILLE 


\\m 


650 


50kw 


NBC 


Blair 


8 


John A. McDonald 








TEXAS 








AMARILLO 


KGNC 




10kw 


NBC 


Tvat7 


10 


Cotton John Smith 


AUSTIN 


KTBC* 




5000w 


CBS 


Ixay IIlcI 




Dave Shanks 


CENTER 


KDET 


you 


lkw 




Best 


3Vi 


Charlie H. Slate 


COLLEGE STATION 


WTAW 


1 1 


lkw 








Dick Hickerson 


CORPUS CHRISTI 


KRIS 


lOOU 


lkw 


NBC 


Free & Peters 


6 


Jack Lozier 


DALLAS 


WFAA 


J ozu 
} 570 


50kw 
5kw 


NBC 
ABC 


Petry 
Petry 


3 1 " 


Murray Cox 


EL PASO 


KEPO 


690 


lOkw 


ABC 


Pearson 


1% 


John Thomas 


EL PASO 


KROD* 


600 


5000\v 


CBS 


Branham 


4 


Cecil Herrell 


FT. WORTH 


WBAP 


820 


50kw 


NBC 
ABC 


Free & Peters 


7 


W. A. Ruhman 


HILLSBORO 


KHBR* 


1560 


250w 




Be^t 


4 


J. K. Lane, Jr. 


GAINESVILLE 


KGAF 


1580 


250w 




Melville 


0 


Jerry Talley 


HOUSTON 


KPRC 


950 


5kw 


NBC 


Petry 




George Roesner 




KTRH 


740 


50kw 


CBS 


Blair 


i ni/ 
IU72 


Dewey P. Compton 
L. O. Tiedt 


LUBBOCK 


RFYO 


790 


5kw 


CBS 


Katz 


6 


Jack Creel 


SAN ANTONIO 


KENS 


680 


50kw 


CBS 


Free & Peters 


12 


Bill Shomette 




WOA1 


1200 


50kw 


NBC 


Petry 


2Y2 


Bill McReynolds 




KONO 


860 


5kw 




Forjoe 


3 


Blake McCreless 


SULPHUR SPRINGS 


KSST* 


1230 


250w 


MBS 


MBS 


9 


James V, Anderson 


TEXARKANA 


KCMC 


1230 


250w 


ABC 


Yen., Rin. & McC. 


3 


Jack Tompkins 


TEXARKANA 


KTFS* 


1400 


250w 


KBS 


Forjoe 


2 


Les Eugene 


WACO 


KWTX 


1230 


250w 


MBS 


Pearson 


3 


Johnny Watkins 


WESLACO 


KRGV 


1290 


5kw 


NBC 


Raymer 


3 


Charlie Rankin 








UTAH 








SALT LAKE CITY 




1160 


50kw 


CBS 


CBS Spot Sales 




Elvon Orme 


VIRGINIA 


BRISTOL 


WCYB 


690 


lOkw 




Gill-Perno 


10% 


Frank Raymond 


DANVILLE 


WDVA 


1250 


5kw 


MBS 


Keller 


15 


Homer S. Thomasson 


HARRISONBURG 


WSYA 


550 


5kw 


NBC 


Pearson 


12 


Homer M. Quann 


RICHMOND 


WRV'A 


1140 


50kw 


CBS 


CBS Spot 


4% 


Alden P. Aaroe 


ROANOKE 


WSLS 


610 


lkw 


NBC 


Avery-Knodel 




Glenwood Howell 


WASHINGTON 


BELLINGHAM 


KYOS* 


790 


lOOOw 


ABC 


Forjoe 


m 


Hal Reeves 


MOSES LAKE 


KSE.M* 


1450 


250w 




Everett McK. 


10 


Bill Utsunomiya 


WENATCHEE 


KPQ 


560 


5kw 


ABC 
NBC 


Forjoe 


6 


Wynn Cannon 


YAKIMA 


KYAK 


1390 


lkw 


MBS 


Walker 


10 


Richard J. Passage 






WEST 


VIRGINIA 






CLARKSBURG 


WPDX* 




lOOOw 






3V 4 


Dewitt Wyatt 


HUNTINGTON 


WSAZ 


930 


5kw 


NBC 
ABC 


Katz 


3 


W. D. Click 
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BIG AGGIE BEATS 
THEM ALL FOR BROAD 
FARM COVERAGE 




I 

I BIG AGGIE LAND: 

J Where 80*^ of the homes 
I hear WNAX-570 from 3 to 7 
times a week. 



BtNVft , 




in the land where radio reigns 

Nothing covers the vast farm lands 

of the great Upper Missouri Vallev like 

WNAX-570. This rich area of HIO 

counties in parts of 5 states is 

really "I5ig Aggie Land." 

For example: the combined circulation 
of 3 top faun publications in the 
area amounts to 533,377. 

WNAX-570 has a circulation of 660.0*0 
homes — 2\/ 2 million people! 

Now, about cost. A one minute spot on 
WNAX-570 costs $18.00— less than 
a I -column, 1 inch ad in any one of 
these 3 farm books. 

Broad coverage? You bet! 
Economical coverage, too. 

WNAX-570 devotes over 10 hours a 
week to specialized farm programs: plus 
music, news, and weather programs 
with olir large farm audience in mind. 
It's little wonder that farm families 
in Big.Vggte Land are loyal fans. 

These programs do a great selling job 
for their sponsors. I hat's wh\ C3 out 
of 70 farm programs per week are 
sold. Another good reason why 
America's Blue Chip faun accounts 
depend on the Big Aggie station — 
WNAX-570. 

Your Katz man can tell you lots more 



WNAX-570 

Yonkton, South Dokofa 

A Cow. t • • o U^cier *"e rr 

en' as K. . Channe 9. < 
Dc D. i n Ad\er*sng D ' 



CBS Radio 
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WISCONSIN 



City 


Stations 


Freq. 


Power 


Network 


National 
Rep. 


Wkly. Hrs, 
Farm Prog. 


R.F.D. 


EAU CLAIRE 


\\ K.U 


790 


5kw 


NBC 


Ilullingbery 




Bert Hutchison 


GREEN BAY 


WIS \Y 


1360 


5kw 


CBS 


Weed 


1.1 


Dave Lindsay 

I'.nli Park-pr 




WJPG 


1410 


5kw 


MBS 


Buru-Sinith 


4 


L<'« Sturmer 


MADISON 


WKOW 


1070 


lOkw 


CBS 


ii ii ii i 

lleadley need 


20 


T"> f . 

Koy Ounitow 




n il * 


y IKS 


5kw 






3 


.Maurice L.. White 


11 II \ kg a 1 ll/rr 

MILWAUKEE 


\\"V\ 1 1 

\\ 1 -MJ 


OzU 


5kw 


NBC 


f*i,' t „i 
Cnristal 


/: 
0 


llig Murray 


SHAWANO 


vstcii* 


960 


lOOOw 




Lawson 


24 










CANADA 








BELLEVILLE 


CJBQ 


1230 


250 w 


Dom. 
Sup. 


Sto\ in 
Young 


31 


Phil R. Flagler 


LONDON 


CFPL 


980 


5kw 


Dom. 


All-Canada 


3 


Re F. Jewell 


TORONTO 


CFRB 


1010 


50kw 


CBS 




10 


John Bradshaw 


VANCOUVER 


CKWX 


980 


5kw 


MBS 


All-Canada 
Weed 


3 


Norman W. Griffin 




CB[! 


690~ 


lOkw 


C^BC 




2 


Tom Leach 


I if | t 1 /■> ■ I ALA 

WINGHAM 


CKNX 


920 


lkw 


Dom. 


Alexander 


9% 


Bob Carbert 




Television 


list starts 


beloiv. Radio starts page 103. 










ARIZONA 








City 


Call 
Letters 


Chan- 
nel 


Visual 
Power 


Network 


National 
Rep. 


Wkly. Hrs. 
Farm Prog. 


= — ,— , — . 

R.F.D. 


PHOENIX 


KTYK* 


3 


lOOkw 


ABC 


Weed 




Don Tuckwood 








ARKANSAS 








EL DORADO 


KRBB* 


10 


24kw 


NBC 




6 


Medlock Smead 


LITTLE ROCK 


KARK-TV 


4 


58kw 


N,D 


Petry 


1 


Bob Buice 




KTHV 


11 


316kw 




Branham 


15 min 


Marvin Vines 




KATV 


7 


172kw 


C,A 


Avery-Knodel 


5% 


Johnnie Holmes 








CALIFORNIA 






FRESNO 


KMJ-TY* 


24 


447kw 


NBC 


Raynier 


2 


Ed Sturgeon 


SAN FRANCISCO 


KGO-TV 


7 


316kw 


ABC 


Petry 




Bill Adams 


SAN FRANCISCO 


KPIX* 


5 


lOOkw 


CBS 


Katz 


1 


Sue Burnett 


COLORADO 


DENVER 


KLZ-TV 


7 


316kw 


CBS 


Katz 


1 


Carl W. Herzman 




KOA-TV 


4 


lOOkw 


NBC 


Petry 




Chuck Muller 


ILLINOIS 


CHICAGO 


WBBM-TV 


2 


lOOkw 


CBS 


CBS Spot Sales 


1 


George Menard 




WGN-TV 


9 


120kw 


D 


Hollingbery 




Norman Kraeft 


PEORIA 


WEEK-TV* 


43 


175kw 


NBC 


lleadley-Reed 


6 


N. Fletcher 


ROCKFORD 


WREX-TV* 


13 


202kw 


C,A 


lleadley-Reed 


iy 2 


Les Davis 


ROCK ISLAND 


WHBF-TV* 


4 


lOOkw 


C,A 


Avery-Knodel 


- iy* 


Bruno Olson 








INDIANA 








BLOOMINGTON 


WTT\ 


4 


lOOkw 


N,C,D 


Meeker 


2% 


Bill Anderson 


FT. WAYNE 


WKJG 


33 


270kw 


N,D 


Raymer 


1% 


Wayne P. Rothgeb 


INDIANAPOLIS 


WFBM-TV 


6 


lOOkw 


All 


Katz 


2% 


Harry Martin 


TERRE HAUTE 


WTHI-TV* 


10 


316kw 


C,A 


Boiling 


2 










IOWA 








AMES 


WOI-TV 


5 


lOOkw 


A, CD 


Weed 


4 


Dale McGinnis 
R. C. Bentley 


CEDAR RAPIDS 


WMT-TV 


2 


lOOkw 


CBS 


Katz 


____ 


Bob Nance 
Chuck Worcester 


DES MOINES 


W1I0-TV 


13 


316kw 


NBC 


Free & Peters 


ru. 


Herb Plambeck 
Keith Kirkpatrick 


FORT DODGE 


KQT\ ★ 


21 


315kw 


NBC 


Pearson 


2 


\ernon Gielow 


MASON CITY 


KGLO-TV 


3 


lOOkw 


CD 


Weed 


2 


Al Heinz 


SIOUX CITY 


KVTV 


9 


288kw 


C.A.D 


Katz 




Warren W. Kester 


WATERLOO 


KWWL-T\' 


7 


50.1kw 


N.A.D 


Headley-Reed 


3 


Bob Newbrough 
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WOWO is the only single medium that covers 
southern Michigan, eastern Indiana and 
western Ohio. 

The 4,000,000 people living here make it 
one of America's major markets. Last year's 
retail sales totalled almost $4,000,000,000. 

And to give you an indication of how 
WOWO covers it the latest 26-county Pulse 



gives WOWO 476 firsts out of the total 476 
weekly quarter hours. 

You should know more about "The 4,000,000 
Market Between." 

Call Tom Longsworth, Anthony 2136, Fort 
Wayne, Indiana, or Eldon Campbell, WBC 
National Sales Manager, MUrray Hill 7-0808, 
New York. 



r 



"MICHIGAN 




FX. WAYNE 



INDIANA 




OHIO 



* fife 

31 OCTOBER 1955 



WESTINGHOUSE BROADCASTING COMPANY, INC. 



RADIO 

BOSTON — WBZ+WBZA 
PHILADELPHIA — KYW 
PITTSBURGH— KDK A 
FORT WAYNE — WOWO 
PORTLAND — KEX 



TELEVISION 
BOSTON — WBZ-TV 
PHILADELPHIA — WPTZ 
PITTSBURGH — KDKA-TV 
SAN FRANCISCO — KPIX 



KPIX Represented by The Katz Agency 
All other WBC stations represented by Free & Peters 
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Check the chart above and see the most 
amazing coverage figures in all your media 
experience.* If you have a product or 
products you want to sell by the carload, 
boatload or trainload to this rich and ready 
market, Keystone will crown your sales 
efforts with glory and profits. There's 860 
Hometown and Rural American Stations 
at a cost per 1,000 families so low that 
you won't believe it until we prove it to you. 
Just ask us . . . we'll be glad to show you! 

♦Standard Rate and Data Survey 



WRITE, WIRE OR PHONE FOR 



COMPLETE MARKET INFORMATION A N 0 RATES 



CHICAGO 

111 West Washington St. 
STate 2-6303 

LOS ANGELES 

3142 Wilshue Blvd. 
DUnkiik 3-2910 



N EW YORK 

580 Filth Avenue 
Plaza 7-1460 

SAN FRANCISCO 

57 Post Street 
SUtter 1-7440 



jX*TAKE YOUR CHOICE 

A hondful of stations or the network . . . 
a minute or a full hour . . . it's up to 
you, your needs. 

MORE FOR YOUR DOLLAR 

No Premium cost for individuolized pro- 
gramming. Network coveroge for less 
than "spot" cost for some stotions. 

P^OHE ORDER DOES THE JOB 

All bookkeeping ond detoils ore done 
by KEYSTONE, yet the best time and 
place are chosen for you. 




THE VOICE V OF HOMETOWN ANO RURAL AMERICA 
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KANSAS 



Clly 



TOPE K A 



LOUISVILLE 
LOUISVILLE 



PORTLAND 



BALTIMORE 



DETROIT 
GRAND RAPIDS 
KALAMAZOO 



MINNEAPOLIS- 
ST. PAUL 



JACKSCN 



KANSAS CITY 



SEDALIA 
SPRINGFIELD 
ST. JOSEPH 



Call 
Lellert 

\\ IliW-TV 



Chan, 
flfl 

13 



Vltual 
V Ituai 

87. 1U 



Nfl.ofk 

C.A.l) 



National 

( ,l|l|HT 



Wkly, Hn 
Farm Pfafl 



KENTUCKY 



W \\ E-T\ * 
\\ II Wl V 



WCS11TV 



\\ HAL-TV 



WWJ-TV 
WOODJH* 
"WKZO-TV 



KSTP-TY 
WCCO-TY 



i 1 



100U 
316k w 



N.\ 

ens 



MAINE 

luOkw N.I) 



\li<. I N l.|H»l 

ll.li&C 



\Wd 



2 



1 1 



I 

>'" 

3 



MARYLAND 

3lf>kw \BC IVlrv 



MICHIGAN 

"97.7kw MIC 
~316kw MIC 
lOOkw C.A.D 



I lollinf:l>ory 
Katz 

A vcrv-Knodel 



1 '., 



MINNESOTA 

lOOkw NBC IVm 



10 



lOOkw 



CD 



Fret* & Peters 



WLBT 



MISSISSIPPI 

lOOkw 



NBC 



llnHin"l>erv 



KC.MO -TV 

kdro-tv* 

KYTV_ 
KFF.Q-TV 



MISSOURI 

71. 1U C,V.D Katz 



6 
3 
2 



16.-1U 
100U 



N.A 



50. 1U- C.I) 

MONTANA 



Pear-on 

[lollingliery 

Ileadlev-Reed 



34 



l 1 

I4_ 
1 



GREENS BORO 
RALEIGH 



VVFMV TV * 
WYNC-TN 



NORTH CAROLINA 

c.a II. u & r 



2 
4 



WINSTON-SALEM 



JNSMARCK 
VALLEY CITY 



WSJS-TY 



12 



100W 
lGOkw 

3I6kw 



NBC 



I lead ley -Reed 



Uci s <-)l»-r 

\\ illurr I-i-wririK 

Dick NiclmU 



v hirl« > \iuI''r»Dii 
Burnt* Arnold 
Il.i>dcn T i mi ii< m » 



Jakr Broft-i- 
f'.ijnwav llohin-on 

John Merrifield 
Carl Collin 

Cal karn-ledi 
Jim Hill 

Howard Lanpfiil 



Jark Jackson 
Jack Wise 
Ceorce Stephens 

Jack Call 
Loyd K. Evan* 
Harold J. ^chmitz 



GREAT FALLS 


KFBB-TV 


5 


2o,lkw 


C.A.D.N 


Hoag-Blair 


2 


Paul Rainier- 








NEBRASKA 








kearNey-holdredge 


KHOL-TN* 


13 & 6 


20 1U 


CHS- \ltC 


Meeker 


2', 


Art Eckdahl 


LINCOLN 


KOLN-TV 


10 


316kw 


C.A.D 


\very-Kodel 


2'^ 


BUTt.. Morris 


OMAHA 


KMT\ * 


3 


10GU 


CHS \HC 


IYtry 


3 


Bill Talbott 


OMAHA 


WOW-TV 


6 


lOOkw 


N.I) 


Iilair 


2' 


Mai llan-cn 
Vrnold Peter-on 


SCOTTSBLUFF 


KSTF* 


To 


12U 


C.N. A 


Ilollinabery 


2 


(ieoriie B\ram 








NEW 


YORK 








NEW YORK 


W RCA -TV 


4 


30.2kw 


NBC 


NBC ;>pot :*ales 




Phil Mampi 



P t Ceorge Perry 

2' a Ted Ihman 

Hank Wilkinson 

Il3rvev Dinkins 



NORTH DAKOTA 



KFY R-TV 
KXJB-TY_ 
WD AY-TV 



lOOkw 



lOOkw 



66kw 



C.A.D.N 



N.A.C 



Hoap-Blair 
Weed 

Free & Peters 



Ernie Brevik 
Robert L. Crom 



31 OCTOBER 1955 
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OHIO 



COLUMBUS 


WBNS-TY 


10 


21 8.8k w 


CBS 


Blair 




Bill Zipf 


TOLEDO 


W.M'D-T\ * 


13 


316kw 


C,A,N 


Katz 


2W 


Jim Nessle 








OKLAHOMA 






ENID 


KGEO-TV 


5 


lOOkw 


ABC 


Pearson 




Ewing Canady 


OKLA. CITY 


KWT\ 


9 


316kw 


C,D 


Avery-Knodel 


W-2 
* f £ 


Wavnp C Files 




WKY-TY 


4 


lOOkw 


N,A 


Katz 


J- /■a 


Tack Stratton 
Bob Stevens 


TULSA 


KXOO^TV^ 


2 


lOOkw 


NBC 


Blair 




Sam B. Schneider 








PENNSYLVANIA 






WILKES-BARRE 


w!lk-t\ ★ 


31 


lOOOkw 


ABC 


Avery-Knodel 




James Hutchinson 






SOUTH 


CAROLINA 






ru ADI CCT^kl 




2 


lOOkw 


NBC-ABC 


H-R; Avers 


1 


Henry lloppe 


FLORENCE 


WBTW* 


8 


316kw 


C.N, A 


CBS T\ Spot 




Tom Rogers 


GREENVILLE 


WFBC-TV 


4 


lOOkw 


NBC 


Weed 




Paul L. Fisher 






SOUTH 


DAKOTA 






pApin r*iTY 

RMrl Lf V*l 1 I 


Jvw 1 A- 1 \ « 


3 


15kw 






1 

1 


Gene laylor 








TENNESSEE 






NASHVILLE 


WSM-TV 


4~ 


lOOkw 


N,D 


Petry 




John A. McDonald 









TEXAS 








AMARILLO 


KGNC-TV 


4 


lOOkw 


N,D 


Katz 


2 


Cotton John Smith 


CORPUS CHRISTI 


K\ DO-TV* 


22 


16.6kw 


\A,C 


Young; Brown 


2 


Bart Boyd 


FT. WORTH 


WBAP-TV 


5 


lOOkw 


N,A 


Free & Peters 




W. A. Ruhmann 


GALVESTON 


KGLiL-T\ 


11 


235kw 


CBS 


CBST\~Spot~ 


5 


Guy Popham, Jr. 


HOUSTON 


K PRC-TV 


2 


lOOkw 


NBC 


Petry 




George Roesner 


LUBBOCK 


KDL B-T\ ★ 


13" 


316kw 


CBS 


Avery-Knodel 


3U 


Dave Sherrill 


SAN ANGELO 


kTXL-TY* 


8 


30kv> 


C,N,A 


-Melville 


3 


Doug Thompson 


TEXARKANA 


KCMC-TV 


6 


lOOkw 


C,A,D 


\ en., Rin. & McC. 


2 


Jack Tompkins 


WACO 


KWTX-TV 


10 


107.2kw 


ABC 


Pearson 


3% 


Johnny Watkins 


WESLACO 


KRGV-TV 


5 


28.8kw 


NBC 


Pearson 


Yi 


Charlie Rankin 








UTAH 








SALT LAKE CITY 


KSL-TV* 


5 


30kv, 


CBS 


CBS TV Spot 


2 5/12 


Wayne F. Richards 


VIRGINIA ] 


PETERSBURG 


\\ XEX-TV* 


8 


316kw 


NBC 




4 


Loren Hiddleson 








WASHINGTON 






SEATTLE 


KING-TV* 


5 


lOOkw 


ABC 


Blair 


% 




YAKIMA 


KLMA-TV* 


19&29 


15kw 


C,A,IN 


Weed 


% 




MARINETTE 


WAIBV-TV* 


11 


240kw 


NBC 


Yen., Rin. & McC. 


P/2 


Tom Reading 






WEST 


VIRGINIA 






HUNTINGTON 


WSAZ-TV 


3 


46.8kw 


NBC 


Katz 


iy 2 


W. D. Click 








WISCONSIN 








GREEN BAY 


WBAY-TV 


2 


lOOkw 


CBS 


Weed 




Dave Lindsay 
Robert Parker 


MADISON 


WKOW-TV 


27 


162kw 


CBS 


Headley-Reed 


1 


Roy Gumtow 




WHA-TV 


21 


11.9kw 






y 2 


Maurice E. White 


WAUSAU 


WSAU-T\* 


7 


lOOkw 


C.N,A 


Meeker 


1Y2 


Buck Leveston 








CANADA 








LONDON 


CFPL-TV 


10 


117kw 


CBC 


All-Canada 


% 


Roy Jewell 


VANCOUVER 


CBUT 


2 


89.4kw 


CBC 




y 2 


Tom Leach 
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can't 




•HI Madison Avenue is a far cry from HKD, 
Springfield, Mo. Poii lid ■ ii g pavement- and peddling 
participations aren't the -aine a- milking tow- at 
5 a.m. lint John Pearson, Hiis, Walker, and a— o- 
ciates, have bridged the gap nicely. They base only 
a sprinkling of hayseed around their persons, a yen 
to gel back to the farm and a deep intere-t in rural 
\nierica to mark the transition. 

.Maybe it's only coincidence that si, many at 
JEl'CO come from the farm. Maybe it's 
just nostalgia that Old Man JEPCO 
himself (John E. Pearson) wears 
his gold 1936 Future Farmers 
of Amerira pin a- lib mo~t 
treasured memento, and for 20 
successive years has given an 
award to a prize-winning young- 
ster at the FFA Livestock 
Show in Springfield. 

Hut it's, more than coincidence 
that in addition to such stand- 
out farm stations a- K.WT0, 
Springfield, Mo., and KOAM, 
Pittsburg, Kans.. JEPCO repre- 
sents such farm-oriented groups 
as Dairvland Network of Minne- 
sota (10 stations). Tall Corn Net- 
work of Iowa (16 station-), Sun- 
flower Network of Kansas 16 sta- 
tions), and Big Five of Oklahoma 
(5 stations) . 

Cot a farm problem that JEPCO 
can tackle? We love our chores. 



JOHN PEARSON 
COMPANY 




Nearly half U.S. farms now have television sets. Here's county breakdown 



According to the Bureau of the Census study of tv sets 
(June 1955). 42.3'/ of farm homes have television. The 
era in which television could not he said to cover the 
fanner intensivel) is over. 

Starting below is the count) '-by-county picture of tele- 
vision set ownership by farms in 26 states. The county 
figures are from another Census study, the U.S. Census of 
Agriculture, conducted October-November 1954 in a 
sample of L'.S. farms. The Bureau of the Census had re- 
leased figures for 31 states at presstime of which the 26 
below were available in time for compilation here. 

Totals for the five states not shown follow 7 : Arizona, 
41 r , farm tv ownership; Delaware, GO'ft ; Florida, 23.4 % ; 
North Carolina, 47 f -, ; Wyoming 7.6%. 

Lag in releasing the 1954 Census figures is due to the 



time necessary for tabulation. While the Octoher-Nov em- 
ber 1954 figures are nuw behind iiolual set count f^urrs, 
they are valuable in indicating trends. Projection of the 
figures to 1955 requires individual analysis of rath coun- 
ty. In general those iuuiitr>-- ivilh low perrchtagc of 
saturation in the 1954 study can he expected to have risen 
in saturation most rapid Iv since, 

sponsor sought guidance- from r&;ecirohei> at agencies 
and networks to determine if some logical formula could, 
be derived for making farm county projections. Best 
advice from the researchers; lake each eounh individual- 
ly, check RETMA set shipments and other local reports. 
This can provide at least a rough index of growth since 
the Census date. The Cen-us itself is considered reliable 
since a 20'r sample is >uflicient for statistical iKTuracy, 



ARKANSAS 





Total 


Farms 


% Farms 




Farms 


With Tv 


With Tv 


Arkansas 


_ 

1 ,061 


006 


36. j 


Ashley 


2, 135 


319 


1 4.9 


Baxter 


809 


52 


6.4 


Benton 


4,492 


696 


1 5.5 


Boone 


1 , 709 


o.).i 




Brad 1 ey 


^ '-r n 


151 


13 S 


Calhoun 


i 06 


98 


13.0 


Carrol 1 


1 ,828 


232 


1 2. 7 


Chicot 


1 , 855 


270 


14.6 


Clark 


1 ,656 


266 


16.1 


Clay 


2.605 


694 


26. 6 


Cleburne 


1 ,420 


93 


13. G 


C 1 eve land 


1 ,231 


252 


20. 5 


Columbia 


2, 214 


201 


9. 1 


Conway 


1 , 633 


242 


14.8 


Crai ghead 


3,759 


2,290 


60.9 


Crawford 


1 ,689 


32S 


19.4 


Cri ttende n 


1,517 


1,019 


22.6 




2, 454 


790 


32. 2 


Da*Mas 


856 


120 


l i n 
1 1, u 


Desha 


2,420 


326 


13 5 


Drew 


1,788 


247 


13.8 


Faulkner 


2, 17G 


503 


20.3 


Franklin 


1.45B 


173 


11.9 


Fulton 


1,282 


82 


6.4 


Garland 


1.07S 


267 


24.8 


Grant 


SSli 


226 


23.5 


Greene 


2,036 


946 


35.9 


Hempstead 


2.123 


464 


21.9 


Hot Spring 


1.539 


32G 


21.2 


Howard 


1.272 


114 


11.3 


Independ 


2.084 


315 


15.1 


Izard 


1.4113 


45 


3.2 


Jackson 


1.980 


690 


34.8 


Jefferson 


3. GOO 


761 


20. S 


Johnson 


1.429 


90 


6.3 


Lafayette 


1.136 


199 


17.5 


Lawrence 


1.777 


310 


19.1 


Lee 


3.230 


592 


18.3 


Lincoln 


2.031 


319 


15.7 


Little River 


!)3ti 


207 


22.1 


Logan 


1.941 


178 


9.2 


Lonoke 


2.992 


857 


28.6 


Madison 


1.918 


120 


6.3 


Marion 


993 


63 


6.3 


Miller 


1.548 


418 


27.0 


M ississippi 


5.812 


2.274 


39.1 


Monroe 


1.885 


198 


10.5 


Montgomery 


931 


40 


4.3 


Nevada 


1,420 


298 


21.0 


Newton 


1.261 


46 


3.6 


Duachlta 


1,360 


214 


15.7 


Perry 


670 


77 


11.5 


Philips 


3,895 


697 


17.9 


Pike 


924 


109 


11.8 


Poinsett 


3,399 


1.389 


40.9 


Polk 


1,536 


115 


9.4 


Pope 


1.753 


199 


11.4 


Prairie 


1.332 


345 


25.9 


Pulaski 


2.584 


900 


55.5 


Randolph 


1,558 


284 


18.2 


St. Fran. 


3,689 


786 


21.3 


Saline 


1.176 


312 


26.5 


Scott 


1.102 


45 


4.1 


Searcy 


1.322 


li2 


4.7 


Sebastian 


1.610 


2S9 


18.0 


Sevier 


1.121 


183 


16.3 


Sharp 


1.150 


63 


5.4 


Stone 


1.068 


87 


8.1 


Union 


1.763 


313 


17.8 


Van Buren 


1.358 


264 


19.4 


Washington 


4.094 


580 


11.2 


White 


3.170 


680 


19.6 


Woodruff 


1,910 


306 


16.0 


Yell 


1.465 


115 


9.9 


TOTAL 


145.075 


29.400 


20.3 



COLORADO 



Adams 

Alamosa 

Arapahoe 

Archuleta 

Baca 

Bent 

Boulder 

Chaffee 

Cheyenn* 



Total 
Farms 



Farms 
With Tv 



1.2SG 


813 


65.6 


398 


19 


4.8 


674 


390 


57.9 


225 


1 


0.4 


934 


41 


4.4 


575 


66 


11.5 


990 


G25 


63.1 


199 


31 


17.1 


431 


16 


3.7 



Clear Creek 

Conejos 

Costilla 

Crowley 

Custer 

Delta 

Denver 

Dolores 

Douglas 

Eagle 

Elbert 

El Paso 

Fremont 

Garfield 

Gilpin 

Grand 

Gunnison 

H Insdale 

Huerfano 

Jackson 

Jefferson 

Kiowa 

Kit Carson 

Lake 

La Plata 

Larimer 

Las Animas 

Lincoln 

Logan 

Mesa 

M ineral 

M off at 

Mo tczuma 

Montrose 

Morgan 

Otero 

Duray 

Pack 

Philips 

Pitkin 

Prowers 

Pueblo 

Rio Blanco 

Rio Grande 

Routt 

Saguache 

San Juan 

San Miguel 

Sedgewick 

Summit 

Teller 

Washington 

Weld 

Yuma 

TOTAL 



% Farms 
With Tv 



14 
732 
380 
442 
171 
1.416 
107 

i'i'< 

350 
179 
733 
897 
883 
677 
17 
191 

22: 

40 
353 
112 

1,171 
443 

1,085 
17 
S33 

1,521 
818 
656 

1.327 

2.443 
20 
329 
911 

1.316 

1.370 
955 
118 
159 
500 
82 
904 

1.037 
22S 
534 
531 
302 
0 

112 
417 
36 
95 
1.162 
4.087 
1.307 
40,749 



6 
S3 
12 
155 
33 
94 
06 



42.9 
7.2 
3.2 

35.1 

19.3 
6.6 

G1.7 



152 

3 

300 
328 
245 
7 
7 
20 



43.4 
1.7 
40.9 
30.0 
27.7 
1.0 
41.2 
10.5 



34 
18 
752 
57 
16 
2 
24 
913 
49 
100 
206 
414 

"~i 

20 
90 
745 
293 
1 
12 
35 



9.6 
16.1 
01.2 
12.9 

1.5 
11.8 

2 9 
60.0 

6.0 
21.4 
15.5 
16.9 



0.3 
2.1 
6.8 
54.4 
30.7 
0.8 
7.5 
6.3 



21 

564 



2.3 
54.4 



13 

9 

"id 

16 

1 

11 

202 
2,773 
63 
11,101 



2.4 

3.0 

T.9 
3.8 
2.8 
11.6 
22.5 
67.8 
4.8 
27.2 



CONNECTICUT 



Total Farms % Farms 
Farms With Tv With Tv 



Fairfield 


1.104 


779 


70.6 


Hartford 


2. 628 


1.817 


09.1 


Litchfield 


1.618 


1.097 


07.8 


M iddlcsox 


835 


537 


64.3 


New Haven 


1.620 


1.307 


80.4 


New London 


1.932 


1.219 


63.1 


Tolland 


1.322 


909 


68.8 


Windham 


1,688 


1.094 


61. S 


TDTAL 


12.753 


8,759 


68.7 




IDAHO 






Total 


Farms 


% Farn 




Farms 


With Tv 


With a 


* da 


2,007 


879 


13.8 


Adams 


2S3 


38 


13.1 


Bannock 


873 


267 


30.6 


Bear Lake 


759 


73 


9.6 


Benewah 


440 


109 


24.8 


Bingham 


2,160 


840 


38.9 


Blaine 


320 


55 


17.2 


Boise 


142 


33 


23.2 


Bonner 


1,150 


373 


32.4 


Bonneville 


1,482 


684 


46.2 


Boundary 


596 


128 


21.5 


Butte 


271 


67 


24.7 


Camas 


131 


12 


9.2 


Canyon 


4.183 


1,725 


41.2 


Caribou 


578 


145 


25.1 


Cassia 


1.225 


296 


21.2 


Clark 


67 


42 


63.7 


Clearwater 


386 


62 


16.1 


Custer 


290 


54 


1S.G 


Elmore 


407 


94 


23.1 



Fra nk 1 i n 


1.098 


403 


1 


Fremont 


891 


372 


4 1 Jt 


Gem 


916 


211 


36^ 


G ood i n g 


1.038 


49 


4.7 


1 daho 


1.090 


79 


7\i 


Jefferson 


1.247 


588 


17.2 


Jerome 


1.122 


135 


fit'C 


K oot e n a i 


1.324 


491 


37.3 


Latah 


1.309 


415 


34^0 


Lemhi 


■191 


4 


o.-S 


Lewis 


391 


78 


It. 3 


Li ncol n 


413 


73 


17 7 


M ad 1 son 


902 


413 


45- S 


M i n idnka 


1.007 


208 


ID. a 


Nez Perce 


938 


156 




D ne ida 


485 


216 


.nil. 7 


Dwyhee 


744 


310 


41 T 


Payette 


1.113 


3S7 


34. S 


Power 


397 


154 




Shoshone 


10S 


11 


24. 4 


Teton 


447 


102 




Twin Falls 


2.400 


279 




Valley 


206 


47 


32% 


Wash in gton 


776 


124 


IF, 0 


TOTAL 


3S.729 


11,404 






IOWA 







Total 


Farms 


<7, Farm 




Farms 


With Tv 


With T 


Adair 


1.932 


990 


51 2 


Adams 


1,355 


772 


j.S.-J 


Allamakee 


1,898 


383 


V\ 'X 


Appanoose 


1,692 


507 


30.41 


Auburon 


1,661 


1,100 


flfi. '1 


Benton 


2,434 


1,596 


fj'i J i 


Black Hawk 


2.199 


1,427 


ft 1.3 
72."" 


Boone 


2,174 


1,576 


Bremer 


1,917 


730 


3* J 


Buchanan 


2,218 


1.0S0 


IS 7 


Buena Vista 


2,019 


962 


47. 6 


Butler 


2.23G 


915 


■10. D 


Calhoun 


1,930 


1.090 




Carroll 


2.045 


1.307 


63. a 


Cass 


1.984 


1.310 




Cedar 


2.101 


1.063 


7!). 2 


Cerro Gordo 


1.988 


1.032 


51,3 


Cherokee 


1.765 


1.112 


13 0 


Chickasew 


1.918 


695 


jr. t 


Clarke 


1.260 


626 


49,7 


Clay 


1.783 


655 


in T 


Clayton 


2.715 


910 


».* 


Clinton 


2.518 


2.045 




Crawford 


2.364 


1.363 




Dallas 


2.123 


1.198 


7 as 


Davis 


1,535 


364 


M 7 


Decatur 


1,561 


412 


Slfi. 4 


Delaware 


2.177 


1.030 


IT 3 


Des Moines 


1.394 


817 


M R 


Dickinson 


1.204 


31S 


\'A. 1 


Dubuque 


2.042 


981 


4.3.0 


Emmet 


1.199 


396 


33.0 


Fayette 


2.81.8 


1.195 


12 i 


Floyd 


1.766 


716 


4ft,fi 


Franklin 


2.076 


1.306 


S3 B 


Fremont 


1.321 


1.118 


K-1.It 


Greene 


1.914 


1.461 


J H ,.i 


Grundy 


1.765 


1.006 


1 


Guthrie 


2.045 


1.193 


iM 


Hamilton 


2.016 


1.518 


713 


Hancock 


1.974 


835 


43.3 


Hardin 


2.021 


1.391 


nS A 


Harrison 


2 152 


1.609 


74, S 


Henry 


1,703 


S75 


1 


Howard 


1,661 


435 




H umbolt 


1,41-0 


910 




Ida 


1,403 


996 


71.0 


Iowa 


1,939 


1.165 


Eft ] 


Jackson 


1,992 


1,235 


G2.0 


Jasper 


2,696 


1.802 


h 


Jefferson 


1,601 


555 


317 


Johnson 


2,244 


1.238 


51.2 


Jones 


1,959 


1,272 


H4.'» 


Keokuk 


2,110 


1* 077 


Ml. 3 


Kossuth 


3,070 


1,226 


S3. 3 


Lee 


1,751 


781 


1 1.8 


Linn 


3.133 


2,152 


ri."t 7 


Louisa 


1.199 


838 


t-M 


Lucas 


1.315 


593 


H.l 


Lyon 


1.S7S 


740 


39. 1 


Madison 


1,857 


1.131 




Nahaska 


2,320 


746 


p.3 


Marion 


2,106 


1.071 


HI. 3 


Marshall 


2.151 


1.755 




Mills 


1.209 


936 




Mitchell 


1.658 


758 


10 r 



Motion n 

Monroe 

M ahtarc m*r> 

MiiMfltinf? 

O'BrKn 

0 stti 1 3. 

Pat* 

P?lo Alto 
FI/rrwiilB 
P« nfton ta* 
P*!k 

Poft»wiiTlamiB 
Pew*thlcl. 
Rrn jr>|d 

iac 

Svrtt 

SiiBllty 

Slum 

Story 

Terra 

Taylur 

UnioM 

Van BUrKn 
Wishing Ion 

1 Wayne 
Webster 
Winnebago 
Winneshiek 
Woodbury 

I Worth 

1 Wright 
TOTAL 



i,*i» 


1. 31 4 


li.'i 


1.317 


43'1 


33.] 


XMi 


||0t 


fly, a 


],j]3 


1.3U2 


79,5 


1.34R 


!,M 


12.0 




151 


if* 




1,1111 




1 '."J? 


475 






l.SfiT 
77B 


«!i.a 




40.4 

7t ij 


s.329 


l.TSS 


3,33d 


2,510 


7K.4 


J.39L 


J, 157 




LF,4J 


SSI 




l.MH 


1.J25 




2,1130 


l.MiU 


w 


1.S7K 


1.427 






l.lnl 


IB 5 


i.lW 


J.setr 


7S.S 


2:,r>:i7 


1.4M 


M.n 


1 «i 


L«I2 


4fl.K 




4!*9 


35-5 


1.532 


45 L 


32. U 


2.0*1 


IhW 


G2.7 


i.ii',' 


1.1 III 


M l> 


1,010 


MB 


32.B 


1,618 


asr. 


23 3 


2,463 


1 806 


73 J 


1,629 


.:x". 


42 1 


2. 580 


ni 


23.8 


2,784 


L.&SB 


61,1 3 


1,463 


A3 2 


42. i 


1,851 


1,81(1 


6T.T 


192.933 


105,(1** 





KANSAS 



Total Farms % Farms 
Farms With Tv With Tv 



Allen 


1.1-39 


2J3 




Anderson 


1.37 J 


J7I1 


W ft 


Atchison 


1,4414 


7tf- 




Barber 




2::m 


35.5 


Barton 


1,™ 


425 


14 i 


Bourbon 


W-M 




23.!, 


Brown 


1,703 


m 


44.3 


Butler 


1,33^ 




H.a 


Chase 


3iS 


1S1 


JB.3 


Chautauqua 


7flf| 


1 111 


vs.? 


Cherokee 


1.5S1 


SM 


ft* 2 


Oheyenne 


7ST 


11> 


2.4 


Clark 


riil'l 


27 


7 1 


Clay 


1,535 


Kf. 


ly.u 


Cloud 


1 ..138 


tit 


1S.7 


Coffey 


1.438 


24 !» 


so. i 


Comanche 


11* 


M 


23.i 


Cowley 


J .il'JS 


u|S 


J3-S 


Crawford 


1 Jv9 


m 


20! H 


Decatur . . 


i:o 


n\ 


14,3 


Doniphan 


1 ,'>HS 


iwa 


43.7 


Dickinson 


].Hr>" 


0a 


23.2 


! Douglas 


1.43.-1 


S31 


•■7.!.' 


Edwards 


Ml 


»J 


29. S 


Elk 


!h4S 


11U 


1S.5 


Ellii 


j rid*, 


m 


1-2,3 


Ellsworth 




'JVS 


3S.8 


Finney 


Till 


3,1 


(li 


Ford 


1 99 


m 


tej 


Frarklln 


1.H&6 


7*3 


4ft. 5 


Geary 


r>r>2 


SS 


14. P 


Ml 


fi44 


31 




Graham 


741 


31 


r,.» 


Grant 




ft 


z.o 


Gray 


C72 




: 1 


dree ley 


Sftf 


* 


3.0 


Greenwood 


i,i*S 


133 


n S 


Hamilton 


|06 






Warper 


1.217 


491 


4AS 


Harvey 


1.3M 


410 


M 9 


Haskell 


3f|l| 


J" 


Big 


H odgeman 


|fl 




IS. 7 


Jackson 


I.72T 


737 


43.7 


Jefferson 




.-17 


SIS 


Jewell 


t-;KM 


170 


1D.U 


Johnson 


1.342 


9 \b 


tM 


Kearny 


ins. 


20 


13 


Kingman 


l,91t 


4P7 


37 7 


Kiowa 


Sita 




vm 


1 Labette 


2. lis 


734 




1 Lane 


sni 


\.t 


li.ti 


I Levenworth 


i.T 1^ 


WX 




Lincoln 


[,B15 


ii.:i 


lfl.l 


Linn 


H7I 


aifi 


41. J 


Logan 


aw 


a 


1.4 


Lyon 


1.S3B 


290 


lft.U 


McPherson 


21?; 


681 


S2.2 



118 



SPONSOR 



887. 

F OKLAHOMA'S 
FARM INCOME! 






JACK STRATTON 

WKY, WKY-TV Form Direc- 
tor. Jock wos born ond 
roised on o form ond hos 
had over fifteen yeors of 
experience in various phases 
of farming. Stratton has 
done considerable extension 
work ond served for severol 
years os o county agent 
before coming to WKY, 
WKY-TV. He is a man well 
quolified ond well known in 
forming circles. 



WESLEY TURNER 

WKY, WKY TV Associole 
Form Director. Wesley, too, 
wos born and raised on o 
form, in fact he still owns 
ond manages o 200 acre 
farm. Turner came to WKY, 
WKY-TV with 8'/, years of 
vocational ogricullure teach- 
ing experience, a back- 
ground well suited to form 
reporting. 






Oklahoma farmers know these mud-caked 
boots and the men who wear them . . . and they 
know them personally. WKY and WKY-TV 
Farm Reporters wear these boots and with them 
they wear the honor of being "personal friends" 
with the most important share of Oklahoma's 
rural population. These friendships were 
won by our Farmer Reporters, not only through 
their radio and TV Farm Programs, but from 
meeting and talking to the farmer on his 
"home ground." 

WKY and WKY-TV Farm Reporters travel 
more than 60,000 miles each year . . . make 
over 300 personal appearances . . . and spend 
countless hours "just visitin' with farmers." 

These "circuit riding" trips pay dividends with 
a devoted and ever-growing audience for 
WKY and WKY-TV's Farm Programs. 
Programs that reach the people who make 88'' 
of Oklahoma's farm income. A vast, fertile 
audience that is "sold" on WKY and WKY-TV. 
These Oklahoma farmers can be "sold" on 
your product, too ... if you take advantage of 
the "personal" friendliness that they have for 
WKY, WKY-TV and their farm reporters. 

AGRICULTURE IS OKLAHOMA'S NO. 1 INDUSTRY! 



WKY «5»!° WKY-TV 

OKLAHOMA CITY 

Owned and Operated by The Oklahoma Publishing Company: 
The Daily Oklahoman, Oklahoma City Times, WSFA, WSFA-TV, The Farmer-Stockman 

Represented by The Katz Agency 



CHANNEL 

4 



Marion 


1.928 


457 


23.7 


Marshall 


2,0i>3 


348 


16.7 


Meado 


63S 


45 


7 1 


Miami 


1,845 


872 


47.3 


M itchell 


1 ,057 


157 


14.9 


Montgomery 


2. 015 


714 


34.9 


Morris 


1,007 


216 


20. 2 


Morton 


3 17 


6 


1 . 7 


Nomaha 


1,800 


436 


24.2 


Neosho 


1 759 


198 


28.3 


Ness 


HS!> 


141 


15.9 


Norton 


993 


200 


20. 1 


Osago 


1.01)1 


tilil 


39. 1 


Osborne 


1,01 1 


107 


10.6 


Ottawa 


1,042 


3 \ '■■> 


33. 4 


Pawnee 


Ml 


287 


3o.3 


Phillips 


1 ,10(1 


2 (Ml 


lfi. 7 


Pottawatomie 


1,520 


413 


97 2 


Pratt 


fc(J0 


4 25 


■19 4 


Rawlins 


S13 


21 


0 ii 

Z. 0 


Reno 


2,712 


1,072 


Oif.O 


Republ Ic 


1,705 


192 


11.3 


Rice 


1 ,155 


59-1 


514 


Riley 


1.0-14 


1 


18 1 


Rooks 


9h5 


197 


''0 4 


Rush 


UT2, 


216 


00 0 


Russell 


9-11 


191 


on t; 

-U.it 


Saline 


1,212 


43 7 


30. 1 


Scott 


479 


24 


5.0 


Sedgwick 


2, 158 


J..UJU 


48 0 


Seward 


380 


1 0 


Q 0 

■3. £, 


Shawneo 


1 720 


900 


52 3 


Sheri dan 


770 


K.\ 
D-l 


7 0 


Sherman 


573 


6 


1. u 


Sm ith 


1 ,0 ( £, 


585 


110 


C 1 4 ff nrH 

otaiioro 




444 




^ta ntnn 

OldlllUII 


282 


14 


5 0 


Stevens 


436 


*' > 


5.7 


Sumner 


2.190 


077 


44.6 


Thomas 


731 


47 


64. 


Trego 


796 


117 


147. 


Wabaunsee 


1,114 


325 


29.2 


Wallace 


327 


4 


1.2 


Washington 


2,026 


304 


15.0 


Wichita 


3G6 


11 


3.0 


Wilson 


1,317 


27S 


21.1 


Woodson 


815 


121 


14.8 


Wyandotte 


1.009 


715 


70.9 


TOTAL 


120.167 


34.004 


28.3 



MAINE 



Total Farms % Farms 
Farms With Tv With Tv 



Androscoggin 


1.009 


490 


48.6 


Aroostook 


A. 940 


354 


9.0 


Cumberland 


1.749 


966 


55.2 


Franklin 


9GS 


212 


25.0 


Hancock 


1.25a 


505 


45.1 


Kennebec 


2.132 


994 


46.6 


Knox 


SOU 


305 


37.8 


Lincoln 


973 


197 


51.0 


Oxford 


1,392 


501 


36.0 


Penobscot 


2.219 


1.109 


50.0 


Piscataquis 


530 


257 


48.5 


Sagadahoc 


36S 


202 


54.9 


Somerset 


1.87S 


f>79 


36.2 


Waldo 


1.5.53 


6 "7 


43.6 


Washington 


1,120 


273 


24.4 


York 


1.477 


810 


54.8 


TOTAL 


23.36S 


S.921 


38.2 



MASSACHUSETTS 



Total Farms % Farms 
Farms With Tv With Tv 



Barnstable 


512 


246 


48.0 


Berkshire 


1.088 


752 


69.1 


Bristol 


1.610 


1,287 


79.9 


Dukes 


72 


30 


41.7 


Essex 


1.197 


m 


76.9 


Franklin 


1.541 


729 


47.3 


Hampden 


1.412 


901 


64.0 


Hampshire 


l.filO 


872 


54.2 


M iddlesex 


2.245 


1,762 


78.5 


Nantucket 


11 






Norfolk 


915 


666 


7T8 


Plymouth 


1,846 


1,364 


73.9 


Suffolk 


35 


15 


42.9 


Worcester 


3.267 


2,420 


74.1 


TOTAL 


17.361 


11.968 


68.9 


MINNESOTA 






Total 


Farms 


ft Farm 




Farms 


With Tv 


With T 


Aitkin 


1.S05 


932 


18.4 


Anoka 


1.194 


783 


65.6 


Becker 


2C13 


453 


17.3 


Beltrami 


1.676 


80 


4.8 


Benton 


1.395 


461 


33.0 


Big Stone 


983 


91 


9.3 


Blue Earth 


2.784 


1,552 


55.7 


Brown 


1.976 


844 


42.7 


Carlton 


1.630 


610 


37.4 


Carver 


1.875 


1,156 


61.7 


Cass 


1.487 


176 


11.8 


Chippewa 


1.629 


326 


20.0 


Chisago 


1.618 


965 


59.6 


Clay 


1.988 


979 


49.2 


Clearwater 


1.305 


46 


3.5 


Cook 


34 


0 


0.0 


Cottonwood 


1.959 


536 


27.4 


Crow Wing 


1.283 


245 


19.1 


Dakota .. 


1.839 


1.427 


77.6 


Dodge 


1.(591 


996 


58.9 


Douglas 


2.2S3 


300 


13.1 


Faribault 


2 3 S 8 


863 


36.1 


Fillmore 


2^779 


854 


30.7 


Freeborn 


2.910 


1.300 


44.7 


Goodhue 


2.698 


1.491 


55.3 


Grant 


1.286 


140 


11.4 


Hennepin 


2.534 


1.793 


70.8 


Houston 


1.619 


220 


13.6 


Hubbard 


1.095 


CO 


5.5 


Isanti 


1.470 


721 


49.0 


Itasca 


1.714 


165 


9.6 


Jackson 


2.254 


516 


22.9 


Kanabec 


1.3S1 


661 


47.9 


Kandiyohi 


2.510 


866 


34.1 


Kittson 


1.290 


42 


3.3 


Koochiching 


903 


30 


3.3 


Lac qui Parle 


1.970 


281 


14.3 


Lake 


152 


46 


30.3 



Lako of tho Woods 632 


5 


0 


8 


Lo Sueur 


1 .863 


1,095 


58 


8 


Lincoln 


1,514 


197 


13 


0 


Lyon 


1,911 


373 


19 


5 


Mahnomen 


850 


175 


20 


fl 


Marshall 


2.382 


230 


g 


7 


Martin 


2.501 


856 


34 


2 


McLeod 


2.299 


1,317 


57 


3 


Meeker 


2.263 


l[l31 


50 


Q 


Mi lie Lacs 


1,725 


678 


39 


3 


M orrlson 


2.8 13 


338 


19 


A 


Mower 


2,585 


1,249 


48 


3 


M urray 


2.003 


451 


22 


5 


N icollet 


1 , 4 8.3 


786 


53 




HI nh lap 

n ODies 


7'-?? 


667 


30 


2 


N orman 


1.711 


585 


34 


2 


n 1 m .t ait 

u imstea 


2.264 


958 


42 


3 


ntffip Tail 

u nor 1 an 


5,894 


931 


15 


8 


Penn i ngton 


1 ,152 


56 


4 


9 


Pine 




792 


32 


3 


Pipestone 


1 ..ill i 


414 


31 




Polk 


3.660 


534 


1 5 


] 


Pope 


1,731 


282 


lfi 


3 


Ramsey 


454 


390 


85 


9 


neo i_aK6 


851 


65 




6 


Redwood 


2.597 


840 


32 


3 


Renville 


3,040 


1,285 


32 


3 


Ri ce 


2.197 


l!365 


62 


1 


Rock 


1,404 


617 


■13 


9 


Roseau 


2.132 


53 


2 




cf 1 mile 
oT. UOUIS 


3,568 


900 


25 


0 


Scott 


1.471 


991 


07 




Q harhnpllil 

0 neruurnc 


1 ,009 


54S 


54 


3 


Sibley 


0 1 10 


1 .250 


58 






\ '!!! 


1 ]442 


33 


f, 


S tec le 


1 .837 


987 


53 




Stevens 


1 233 


110 




9 


Swift 


l]723 


366 


21 


2 


Tcdd 


3.293 


305 


1." 


3 


Traverse 


1.012 


149 


1 I 


7 


Wr+asha 


1.545 


651 


42 


1 


Wtrtena 


1.333 


140 


10 




Waseca 


1.625 


784 


48 


2 


Washington 


1.314 


1.070 


70 




Watonwan 


1.121 


503 


35 


4 


Wl>kin 


1.183 


477 


10 


3 


Winona 


1.787 


520 


29 


1 


Wright 


.3.177 


1.910 


60 


1 


YM'rr* Medicine 


2.103 


374 


17 


S 


TOTAL 


165.223 


.35.045 


33 


3 



MONTANA 



Total Farms ^ Farms 
Farms With Tv With Tv 



Peverhead 


339 


32 


9.4 


Bio Horn 


815 


84 


10.3 


Rlaire 


731 


16 


2.2 


Proadwater 


215 


6 


2 8 


Parbon 


896 


188 


21.0 


Carter 


132 


1 


0.2 


r.ascnde 


1.132 


290 


25.6 


Chouteau 


1.064 


337 


31.7 


Custer 


153 






Daniels 


ft 03 


6 


1.0 


Oawson 


687 


6 


0.9 


Deer Lodge 


117 


13 


11.1 


Fa'lon 


.381 




1.8 


Fergus 


1.070 


63 


5.9 


■"•pH-rod 


1.434 


s< 


fi.l 


Gallatin 


1.011 


13 


1.2 


Par«eld 


366 


6 


1.6 


Glacier 


385 


4 


1.0 


^-'rlei Valley 


197 


25 


12.7 


Granite 


181 


9 


5.0 


H III 


899 


61 


6.8 


Jefferson 


274 


2 


0.7 


Judith Basin 


489 


71 


14.5 


Lake 


1.490 


98 


6.6 


1 ewis and Clark 


382 


50 


13.1 


Liberty 


337 


107 


31.8 


1 incoln 


387 


2-5 


6.5 


Madison 


508 


30 


5.9 


McCone 


610 


5 


0.8 


Meagher 


155 






M ineral 


83 






M issoula 


642 


"33 


5.1 


Musselshell 


2 >9 


23 


8.9 


Park 


550 


19 


3.5 


Petroleum 


110 


3 


2.1 


Phillips 


711 


7 


1.0 


Pondera 


696 


80 


11.5 


Powder River 


424 






Powell 


2^2 


1 


6. 5 


Prairie 


257 






R-ivalli 


1.396 


69 


4.9 


Richland 


1.004 


3 


0.3 


Roosevelt 


860 


18 


2.1 


Rosebud 


4.81 


18 


3.7 


Sanders 


591 


34 


5.8 


Sheridan 


965 


25 


2 6 


Silver Bow 


142 


28 


19.7 


Stillwater 


643 


117 


18.2 


S veet Grass 


366 


16 


4.4 


Teton 


952 


204 


21.4 


Toole 


446 


50 


11.2 


Treasure 


148 


14 


9.5 


Valley 


1.097 




0.5 


Wheatland 


201 


3 


1.5 


Wihaux 


290 


0 


0.7 


Yellowstone 


1. 101 




39 6 


TOTAL 


33.059 


2.970 


9.0 



NEBRASKA 



Adams 

Antelope 

Arthur 

Banner 

Blaine 

Boone 

Box Butte 

Boyd 

Brown 

Buffalo 

Burt 

Butler 

Cass 

Cedar 

Chase 

Cherry 

Cheyenne 

Clay 

Colfax 



1.271 
1.758 
107 
254 
17S 
1.531 
707 
70.3 
518 
2.000 
1.321 
1.685 
1.597 
1.94S 
612 
812 
953 
1.079 
1.313 



319 

309 
1 



491 
12 

32 

2 

677 
941 
883 
1.065 
1.035 
20 
20 
1 19 
272 
633 



25. 1 
17.6 
0.9 
30.3 
1.1 
.32.3 
1.7 
4.6 
0. I 
33.9 
71.2 
52.4 
66.7 
53.1 
3.3 
2 5 
15:6 
25 2 
48 A 



Cuming 

Custer 

Dakota 

Oawson 

Oeuel 

Dixon 

Oodge 

Oouglas 

Oundy 

Fillmore 

Franklin 

Frontier 

Furnas 

Gage 

Garden 

Garfield 

Gosper 

Grant 

Greoley 

Hail 

Hamilton 

Harlan 

Hayes 

H itchcock 

Holt 

Hooker 

Howard 

Jefferson 

Johnson 

Kearney 

Keith 

Kcya Paha 

Kimball 

Knox 

Lancaster 

Lincoln 

Logan 

Loup 

McPherson 

Madison 

Merrick 

Morrill 

Nance 

Nemaha 

Nuckolls 

Otoe 

Pnwnee 

Perkins 

Phelps 

Pierce 

Platte 

Polk 

Red Willow 

Richardson 

Rock 

Saline 

Sarpy 

Saunders 

Scotts Bluff 

Seward 

Sheridan 

Sherman 

Sioux 

Stanton 

Thayer 

Thomas 

Thurston 

Valley 

Washington 

Wayne 

Webster 

Wheeler 

York 

TOTAL 



Total Farms r 'r Farms 
Farms With Tv With Tv 



1,801 

2.625 
688 
1.759 
111 
1.321 
1.641 
1,432 
527 
1.377 
908 
873 
1.003 
2.274 
528 
371 
559 
70 
800 
1.386 
1.343 
764 
436 

683 
1.873 
78 
1.201 
1.347 
1.012 
9.38 
594 
377 
463 
2.074 
2.351 
1.596 
211 
224 
166 
1.731 
1.130 
851 
890 
1.178 
1.172 
1.833 
1.021 
685 
998 
1.491 
1.892 
1.242 
828 
1.562 
397 
1,644 

soi 

2.203 
1.741 
1.674 
1.018 
1,021 

525 
1,150 
1,369 

123 

911 
1,038 
1,309 
1,393 
1,013 

272 
1,563 
100. S16 



971 
214 
21 

,1.78 

;n 

TIL! 
1.238 
1,204 
2f 
1 1* 
£01 

nn 

23S3 

mss 
11 



".'.I 

urn 
30s 
II 
fJS 
15f7 

191 
306, 
B2fl 
J I ik 
I) 

iisa 

3IHP 

1 130 

XI 

li 

4 

ion 
u 

Sri] 
671! 
1 lfi 
1,11$ 

31* 
8 

4 17 
461 
662 
571 
13<l 
PI I 
9 

523 
-.41 
1 1511 

ion 

SI' 

III 
11: 

OS 

-,ni 

2117 

1 

5iii 
811 
1,1121, 
»0<l 
171 

in 

571 
33.661 



*j3.9' 

s.s 
si 

Nil 

nii.it 

7. '..4 

H-J.T 
1.4 

m 

12.9 

ptA 

#7 .a 

3.2 

M 



iik.it 

an n 
sM 

MLS 

1 jt 

a-. 4 

7;3 



ir-.u 

•i-i.Ti 

S7.lt 

1 \f 

22-9 
ftl> i 



1. X 
.4.2 

3§& 
W. 8 

I fi 

r,T.i 

12 7 

fJE \ 
3), J 
IS 

II s 
S r J,9 
S,j.iJ 

uvo 

I j.T 

2. a 

31 'J 
67, "1 
f.l 7 
A. 4 

M .1 

11 

3.5 

it li 

■t.l 

7. " 
I 

IT. 'I 

II 11 
J'j 
33.1 



NEVADA 



Churchill 


619 


211 


12 


Clark 


210 


°a 


in ', 


Oouglas 


124 


1 


3.2 


Elko 


278 


1-J 


1 3 


Esmeralda 


22 






Eureka 


36 






Humboldt 


113 






Lander 


33 






Lincoln 


134 






I yon 


327 


'ft 


1 ^ 


M ineral 


33 






Nye 


134 






Ormsby 


33 






Pershing 


117 


1 


It. 9 


Storey 


11 


1 


1 1 


Washoe 


465 


181 


;iv> 


White Pine 


148 


$ 


> it 


TOTAL 


2.857 


25u 





NEW HAMPSHIRE 



- I 





Total 


Farms 






Farms 


With Tv 


Wiih Tt 


Belknap 


575 




is ^ 


Carroll 


467 


aaa 


ita 


r.heshire 


817 


Mh 


tS.11 


Coos 


670 


in 


if.s 


Grafton 


1.393 


j:ii 


S7 1 


H illsborough 


1.831 


l.jjffS 


HH.I 


Merrimack 


1.512 


ABU 


S^.HI 


Rockingham 


1.678 


l.n 1 


ft';. 1 


Strafford 


660 


1IH: 


'ii 3 


S"llivan 


778 


mm 


S.n.J 


TOTAL 


10,411 


5,475 


5i <i 


NEW JERSEY 






Total 


Farms 


ti Firm* 




Farms 


With Tv 


Willi ft 



Atlantic 

Bergen 

Burlington 

Camden 

Cape May 

Cumberland 

Essex 

Gloucester 

H udson 

Hunterdon 

Mercer 

M iddlesex 

Mcnmouth 

Morris 

Ocean 

Passaic 

Salem 



1.279 
547 

1.S35 
658 
315 

2.237 
154 

1.60S 
52 

2.201 
828 

1.070 

2.4S6 

1.023 

1.214 
314 

1.478 



1 D12 
4HT 

1. JJil 
Bis 

t.sW 
111 

J. 423 
IS 

1.711 IS 
663 
974 

2,14'i 
847 

1,009 
235 

1.225 



79.1 
SS-I 

r s <i 

Sr, i 
74 1 

Ml 
IS. 1 
%*.r, 
Si.? 
sn- 1. 

ill 11 
fi, I 
M J 
82 >. 
PD.T 
Jil.2 
F2!l 



Total Farms <- Panui 
Farms With Tv Willi Tr 



SOMrrSd 


1 ,(6f5 


»w 


B4.I 


Smtfi 




75 1 


73.1 


U 11 ten 




m 




WjllTrrt 




fit 


78 X 


TOTAL 


if.ii&ii 


lH.jUb' 


*lt,9 


NEW MEXICO 






Total 


1- II Nil 


' fatDJl 






W' I th Tt 


tvrui 


ft Fr ..LI 1 In 


HH3 


IDS. 


15,5 




,11 3 


JU 


H.o 






3r>7 


5 Id 


cilia a 


1 1 2 


n 


" !> 






5H 


its 


On B?tn 


2nj 


11 


ll.ft 


A n B 


1 1 lit 


ifil 


!Ut.J 


Eddy 


■ ,'i ip 


on j 


3i 1 


Grant 


itiit 


3-1 


9.1 


fj u ajf 'd 1 u 




r ll 


a.l 


K VQ 1 FI D 




23 


■t.7 


H HJalflL. 


11s 


I 


i. it 


Us 


7 17 


1571 


K.x 


L incOHi 


U| 


iii: 


11 0 


L ant 




It:.'. 


5H. 8 


McHlflley 


tin 


1 


O.S. 




;,fii 


Ji- 


3.S 


Otero 


SHU 


nn 


11. 1 


OiWT 




55 


fi.-l 


Hit Arriba 


1,110 


1117 


x M 






144 


8 I 


Saihloval 




mi 


ll.B 


San Ivan 


%n 


'i 


i»,T. 


Sail M 1 L 1 ■ 1 


MI3 


i« 


i.5 


Sanlfl Fr 


71i;! 


15!- 


I.-; > 


Slirra 


•r.-, 




3.6 






[fa 


St;. 4 


Tam 


y.im 


rs 


«.» 


Terra "K< 


v.l 




*5 7 


Union 


H-v 






VJIImtfJI 


1HT4 


348 


S'i! 


TOTAL 


EJiBtl) 


;*,i.-it> 


17. :i 



NORTH DAKOTA 





Till 11 




IS Farm j 




IVr n 11 


W hh Tt 


Willi Ti 


Ad-tin" 


HI 


37 


«.7 


FJitn'-- 


1 7US 


)21 


IHi.l 






36 


:.s 


H iiiinj: 




7 


i.n 


Bottlniiu 


Hi" 


idn 


» 1 




537 










i? 




Burlflgti 


1.1121. 


2SH 










5S.S 


C^vntirr 


1 7|M 


13 




Oickey 


].]'! 


137 


HI. 8 


0 iviiribj 


9fl7 






□ l.n 11 


l.i'39 


31 


2 « 


Eddr 


,3.3fi 


r> 


5 j 


Emmies 


i:ivt 


T31 


2'.'.7 


F osier 




N 


]2 r 


Dsimn Valley 


ak 


1 




Grain) Fad! 5 


1 ii* 


is* 


M.7 


Branl 


Lois 


lis 


11.3 


f.riflqs 


hiV, 


aim 


3!.fi 


HcltlMDcr 


B87 


|| 


7 « 


K iddir 


H71 


tn 


in. & 


Li Mown 


Un:. 


117 


IX. 1 


L 1,1.111 


K27 


l>7 


S.l 


M c H rno 


l.iLtn 


171 


23 It 


Mclnltfh 




o.»> 


a. i 


M : Ke mzj« 


1 


IN 


".li 


Mi Lean 


1.S3JI 


3 Its 


16. 6 


MtTter 


■•-.3 


a 


S.4 


Mrt-!*n 


i.ir.3 


137 


39. * 


H nuiili ail 


1,27* 


173 


13.7 


tttlttr. 


1 IHl 


9? 


f 1 


ONve-r 


Tnii 


K 


11 1 


frmblns 


1-.SW 


1211 


7 I 


PlcfCe 


UK 


S3 


«.r> 






S! 




fl annum 


1.1 In 


393 


34.5 


H^ilvl III 




27(1 


3*. 4 


flitbljiflil 


3.1S5 


93fl 


111,4 


'•<■: :!• 


1 mil 


HS 


frS 


S»Ti»ITt 




3"1 


2VJ 


rid fin 




1? 




•i imix 


318 






? k.pif 


447 


S 




511.31*. 


txm 


?7 






8i;2 


H| 




StiiUniiiir 


2-1H!! 


2.18 


111 


T qw licr 


SH4 


42 


1'! 


Tratll 




'■'■'.> 


sri.s 


Wiit;n 




1.1 It 


P 


Ward 




6ltT 


ja. 4 


Wilis 


1,391 


(* 


fi 


Willi ami 


1.33* 


3R 


ta 


TOTAL 




11. ITS 


la « 



OKLAHOMA 



All ... 
A Ml! Fa 
Atoka 
8rai*r 

Rlnini 
Brjfati 
C 11 ild? 
C msitinn 
Carter 

■T" "! ■ ■ 

ClhiKta* 
Clmnrrw 
Cicvilaitit 
tn.il 

CifH ? n rh r 

Cation 

Cram 

Crrut 

Ciuslw 

Bl|A*are 

Ucwoy 

Ellr 

C (I'h; l<i 

GnrVi 1 

T. r n tl v 

Grinl 

Snuf 

H si-mjn 



Tutal J-'flrin* >'atBu 
ratnn wlthTi 1 Willi T« 





207 


IJ.P1 


i.4<m 


r,T5 




1.119 


Ear. 


IS.S 


Ls9 


81 




J,5r: 


»5 


is! 


l,C2(i 


S4T 


'.2 0 


s>liv 


39.7 


17 3 


2, SUM 


1.6H7 


53.1 


Lin 


1,178 


«3 7 


ill 


122 




l.JW 


Kp 


211 


l.'H7 


1117 


11. 8 


559 


Its 


a. 3 


1/JX4 


5S2 


I'.t 








1.177 




46. 1 


J, 'HI 




I7.S 


l,«5 
1 '.VI 


172 


3f3.T 




4J.S 


1.818 


tafi 


35.1 


1HT4 


:i<;i.i 


18 i 


1.19" 


4lt2 


33.7 


97n 


9:'i 


18 I 


a,2ii 


1,4,45 


>'\ 1 

47. S 


l.m.111 


S!H3 


S.lflfl 


1,413 


37.9 


1.7W 


7S1 


41 1 






11 7 


87 s 


112 


12. S 
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SPONSOR 



More Farm Programs Make 
KMA Your Best Farm Buy 



KMA has 22 Hours of 
Farm Programs Weekly 
in the Nation's No. 7 
Farm Market. 

Farm Programs on 18 
other Leading Corn 
Belt Stations Average 
only 8V2 Hours Weekly. 

— Locations of stations 
shown on map at right 



NEBRASKA 




KMA's .5 M.V. PRIMARY MARKET* 

Population _,. ( 2,859,000 

Farm Population . , , , , 720,200 
Radio Homes . . . f „, . . „ 817,379 

Farm Income S 1 ,989,9 1 4,000 

Retail Sales $3,081,010,000 # Wichita 

•SM SRDS fii/mofoi 



You'll sell more to farmers when you use the station that serves 
them best. And for 25 years in the Nation's Number 1 Farm Market 
that station has been KMA. Figures in the October, 1955, Spot Radio 
Rates and Data show that KMA carries almost three times as much farm 
programming as the average of stations in the Corn Belt. 

Farmers listen faithfully to KMA to get the news and information 
that interests them most — complete and frequent weather forecasts and 
market information, up-to-the-minute coverage of important agricul- 
tural events, stories on new advances in farming, human interest features 
about people in their area. 

KMA's two full-time farm directors are both Ag college graduates. 
They travel over 75,000 miles every year to make sure Corn Belt farmers 
get the information they want . . . and you get the big, loyal audiences 
you want. 

Jack Sowing, KMA associate farm service Merrill Langfitt, KMA farm director, inter- 
director, follows down a lead on more profit- views a member of the Russian Farm Dele- 
able hog raising. gation that visited Iowa. 



— X — ' — — 
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•THE HEARTBEAT OF THE CORN COUNTRY" 



5000 WATTS • 960 KC ^f>\ 

Ml 



^Ssr^- ( SHENANDOAH, IOWA 

■'^ a ^ w * % ~"Represented by Edward Petry & Co.. Inc. 




During 1955 the 
following Farm 
Advertisers have 
successfully 
used KMA 

Allied Chemical & Dye 
J. I. Case Tractors 
DeKalb Corn and Chicks 
Ford-Dearborn Farm 

Machinery 
Genuine Pfister Hybrids 
Cooch's Feeds 
Goodrich Farm Tires 
International Harvester 
Kewanee Farm Machinery 
Keystone Fence Co. 
Larro Feeds 
Myzon 
Nitragin Co. 
Nutrena 

Oyster Shell Products 
Pioneer Hy-Line Chicks 
Ralston-Purina 

Reynolds Aluminum 

Farm Buildings 
Swivax Vaccine 
Wayne Feeds 

Plus — 64 other regional and 
national farm accounts selling 
everything from feeds to 
fence posts. 



31 OCTOBER 1955 
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Now, as always, Midwest farm homes offer tremendous sales opportunities . . . and 
now, as always, WLS offers an effective and economical means to reach and sell 
those homes. Throughout it's long years of service to Midwest agriculture, WLS 
has been accepted as undisputed leader in that field. The national advertiser needs 
WLS to round out complete coverage . , . to fill the gaps left by non-specializing 
radio stations and other media. 

"For further information— recent surveys 
and result stories— call WLS or contact 
your nearest John Blair man. 



890 KILOCYCLES— 50,000 WATTS-ABC AFFILIATE-REPRESENTED BY BLAIR & COMPANY. 




CHICAGO 7 
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SPONSOR 



Harper 
HufcfH 
Hun imi 

J(Hir,iL*n 
Kii 

k mtiiiiMi 

Kid*' 
Lllimar 
Li Flin 
LlrifMn 
Laj*fi 

LlVH 

Weii-jrlUn 
MrliiLain 
M*JW 
MarLlilll 

M urka d a* 

Nab I* 

New It* 

Gkluilcar. 

OkluMma Clly 

Okrnulflia 

Dugi 

tllln-I 
Pa r iH 

rimburg 

Fl LLiWJ I DM1 1 1 

fl*at> MIIH 
Raien 
fi jitn i n*i ■ 

ElapluiU 

Ttui 

Tillman 

Tuiia 

Wnari*T 

Wniijn 

Wii , Indari 

T4JT Al. 
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Hi I 
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I.Uj.i 
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r.ni 
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I.IJMI 
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i.ijii 
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1.3(11 
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14 

PS 

in 
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w 
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I an 
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M 
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41 7 
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ii.V 



OREGON 



Cakei 
Bi nltn 
ClMkifttu 
Cltligp 
CiLumlilJ 

Cut 

Graak 

Curry 

Dtiehula* 

Qt.U5.i5 

£!|L.4JB 
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Jackson 

JflMriDn 
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Klim*lH 
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Lana 
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M U I l<l*maJl 

Flit 
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Wheder 
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l.l'J 


370 


311 


».U0I 


S,i)i 


11,4 

21. T 




172 


1.773 


719 


4D. a 
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lii.J 
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RHODE ISLAND 



□.rlnldl 

Ksul 
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SOUTH DAKOTA 
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Cmflfl g lan 
Cat i hi 

CllilfJ 

[iiviiim 
Dtunl 

D»aij,ii 

EllrrtundE 
Fill flKrr 
Fjiulk 
Clint 

Giittn 
Haakon 
Weir lift 



Total 
Karuii 



Farms % Farmi 
Willi Tt Wltn Tv 



in 






S17 


~3~4' 


1 2 


i,:;is 


78 


5 1 




r 


1 f 


i.rfi; 4 


IjI 


33. 1 




Jl! 


27 a 


Mm 


bj 


lu.i 
*-7 


hi 


is 


154 


3 


1 A 

1 L 






una 


23 


t a 


i m 


163 


10 I 


1 2HH 


U 


* i 


1.1. 'J 


703 


61.B 




l« 


I * 


777 


51 


M 


3111 


1 


a J 


892 


33 


9 5 


1.600 


M 


2 D 


l.MS 


13; 


inn 


IM 


Id 


k a 




4n 


l.j 


srs 


:i 




4IS 




i ; 


111 
1.204 


ii 




61 


r> j 


1,086 


41 


4 1 


131 




It M 


1.023 


37 


* r. 



BUrtHl 


1.0U3 


41 


4 0 


H j ii i*D 


JSJU 


1 IJ 


13.0 


H jnling 


4U4 


2 


0 5 


Him nai 


3J7 


0 


1 4 


H uit nj man 


l.Ovl 


357 


21 3 


H,m 


JU - 


a 


2 0 


1 a(kiUft 


219 


3 


1 1 


In nuU 


0J3 


57 


9.9 


Jaim 


Jnu 






H ■. 


1.392 


2J1 


10.0 


till 


|.Sj3 


571 


45.8 




XI V 




-™ 


LJdEHin 


1.731 


750 


43 3 


Lf m-n 


Ii3ll 


U 


2 « 


HiniUII 


1.021 


2311 


23 3 




1.321 


371 


24. U 


Mr Hhinis 


l.lul 


32 


2 9 


Mradi 


1.910 


9 


U 9 


Mukntla 


a.,u 


15 


4 3 


Hilttr 


I.UU7 


251 


21 9 


Mmn*h|hff 


i320 


1.212 


53.5 


Ua*uy 


1.2UJ 


550 


42 0 


l-'onjihiiolOH 


7ll5 


11 


14 


Farkiai 


SiJ 


21 


2 8 


Pel Or 


511 


19 


la 


H ?U ■- M a 


1.911 


2*9 


15.1 


SinliH a 


SlU 


50 


0.1 


Shannon 


219 


2 


0 8 


Spink 


1.557 


102 


0.0 


Sun.ey 


210 




0.0 


Suily 


419 


5 


1.9 


Todil 


412 


i 


0 2 


Tripp 


1.191 


21 


1.8 


Turner 


1.3U0 


656 


35.2 


Un.on 


1.300 


850 


02.7 


Walworlh 


579 


12 


2.1 


w ^ii.uaugh 


li3 






Yanklon 


1.300 


7 


2 b 


Ziebach 


311 


7 


2.0 


TOTAL 


62.520 


10.000 


17.0 



TENNESSEE 



Total 
Furiui 



Farnie % Furms 
Willi Tt With Tv 



Andonon 


1.555 


475 


30.5 


Bodlord 


?.-"J0 


871 


37 9 


Bonti/n 


1.935 


115 


15.0 


Biedioo 


827 


58 


7.0 


Biount 


S.SI7 


916 


32.2 


Brodley 


1.439 


300 


21.4 


Campbell 


1.407 


293 


20.1 


Connon 


1.503 


390 


25 9 


Corroll 


;.203 


370 


11.5 


Carter 


1,1 10 


(131 


25.8 


Cnoaiham 


1.232 


500 


41 3 


Chester 


1.399 


255 


18.2 


C.aiborne 


2.022 


317 


13.2 


Clay 


1.9^9 


128 


11 8 


CHko 


J.451 


309 


12.6 


CaB*o 


1.098 


5.i 7 


31 6 


Crockott 


5.007 


801 


30.7 


Cumberland 


1.519 


207 


13.4 


Davidson 


1.374 


1.076 


70.6 


Docaiur 


1.016 


01 


5.8 


Do Kalb 


1.527 


520 


31.1 


Dickson 


l.»98 


041 


33 8 


Dyer 


1.053 


1.097 


41.3 


Fay olio 


4.188 


013 


11.0 


Fentress 


1.404 


119 


8.1 


Franklin 


2.202 


510 


22.9 


Gibson 


4.889 


1.337 


27.4 


Grainger 


2.2 19 


200 


0 2 


Greene 


5.955 


977 


10.4 


Grundy 


590 


120 


20.1 


Hambien 


1,558 


2o0 


10.7 


Hamilton 


1908 


787 


41.2 


Hancoek 


1.718 


155 


8.9 


Hardeman 


2.710 


512 


20.0 


Hardin 


ji.OMS 


149 


7.4 


Ha*kms 


1.040 


527 


14.5 


Hayw ood 


4.291 


S33 


19.4 


Henderson 


2.423 


309 


12.4 


Henry 


2.503 


417 


10.7 


H ickman 


1.407 


413 


29.4 


H ouston 


022 


150 


25.1 


Jackson 


1.881 


392 


29.8 


H umphreys 


1.010 


299 


28.8 


Jetlersen 


1,984 


310 


10.6 


Johnson 


S.S07 


201 


14.4 


Knox 


3,599 


1.280 


35.6 


Lake 


700 


222 


29 2 


Lauderdale 


2.308 


989 


29.4 


Lawrence 


3,200 


550 


17 2 


Lewis 


529 


100 


2U.0 


Lincoln 


3,107 


097 


20.5 


Loudon 


1.490 


351 


25.1 


McMmn 


2,016 


291 


14 4 


McNoiry 


2.599 


692 


19 3 


Macen 


1.409 


721 


29.9 


Madison 


3.591 


832 


23.7 


Marion 


891 


115 


10 2 


Marshall 


1.887 


020 


32.9 


Maury 


3.010 


1.021 


33 9 


Meigs 


0S1 


103 


15.1 


Monroe 


2.540 


350 


13.8 


Mocre 


704 


150 


19.6 


Montgomery 


2.475 


5«# 


27.0 


Morgan 


908 


192 


21.1 


Obion 


2.488 


607 


20. S 


Overlon 


2.194 


349 


15.9 


Ptrry 


715 


02 


8.7 


Pickelt 


788 


40 


5.9 


Polk 


770 


115 


14.9 


Pulnam 


^.544 


572 


22.5 


Rhea 


1.005 


234 


23 3 


Roane 


1.396 


272 


20.8 


Robertson 


2.002 


1.412 


47.0 


Rut. erford 


3.141 


1.398 


40.6 


Scetl 


1.016 


76 


7 5 


Segualchlo 


433 


72 


10.6 


Sevitr 


2.577 


406 


14.1 


Shelby 


5.145 


2.190 


42.6 


Smiih 


2.505 


835 


33.3 


Stewart 


1.131 


237 


20.0 


Sullivan 


3.499 


1.083 


310 


Sumner 


5.522 


1.314 


37 3 


T iptan 


J.90H 


1,523 


39 0 


Trousdale 


817 


200 


30.7 


U nijol 


954 


120 


12.6 


Unlan 


1.420 


335 


23.5 


Van Buren 


479 


85 


17.7 


Worren 


2.253 


649 


2< S 


Washington 


3.541 


1.138" 


32.1 


Wayne 


3.447 


s j 


5.9 


Weakley 


3.402 


470 


13. S 


While 


I.S22 


321 


17.6 



Williamson 

W I lion 
TOTAL 



Anderson 

Andrews 

Angelina 

Arani.ii 

Arener 

Armslrang 

Ataicota 

Austin 

banoy 

ba mora 

baslrop 

bnylor 

bee 

bell 

bexor 

bianco 

Bordtn 

Bosque 

bowio 

Broierla 

brakes 

Brewster 

Briscoe 

Brooks 

brown 

Bur.eson 

Burnet 

Caluwell 

Ca.heun 

Canonon 

Chamber* 

Camp 

Carson 

Cess 

Caslro 

Cameron 

Cherokee 

C.ildress 

Clay 

Cochran 

Coke 

Coieman 

Collin 

Collingsworth 

Co.oraJo 

Comal 

Comanche 

Cencno 

Cooke 

Coryell 

Collie 

Ci ano 

Crockett 

Crosby 

Cuibtrson 

Dallam 

Dallas 

Dawson 

Uuat Smith 

Delta 

Denton 

De Witt 

Dickens 

Dimmit 

Don.ey 

Duval 

ta^i. and 

Ector 

Edwards 

Ellis 

El Paso 

Eralh 

Fails 

Fannin 

Fayette 

F isner 

Floyd 

Foard 

Fori Bend 

Franklin 

Freestone 

Frio 

Gaines 

Ga.veslon 

Garja 

(iiliesple 

Giasscbck 

Uu.iaj 

Genialos 

Gray 

Grayson 

Gregg 

Grimes 

Guadalupe 

Hale 

Hall 

Hamilton 

Hansiord 

Hardeman 

Hardin 

Harris 

Harrison 

Hartley 

Haskell 

Hays 

Htmphlll 

Henderson 

H idalgo 

Hill 

Hockley 

Hood 

Hopkins 

Houston 

Howard 

HuOspolh 

Hunt 

Hutchinson 

Irien 

Jack 

Jackson 

Jasper 

Jen Davis 

Jeflersen 

Jim H og g 

Jim Wells 

Johnson 

Jenes 

Karnce 

Kautman 



I.MO 1.091 
2.990 9j7 
203.119 50.123 



TEXAS 



Tolel 
Farms 

2.1 A 
■<7 

1.0 J9 
09 
417 
3 I 

1 IM 

2. JIU 

Sll 

i.H 
1.01)7 
598 
8H1 
2. SSI 

"Vl'l 
191 

1. 121 

3. 1 10 
l.l>u9 
1.2u9 

101 
481 
283 
1.432 
1.031 
9*2 
1,230 
303 
910 
191 
831 
120 
2.381 
823 
2.830 
3.970 
700 
97.4 
479 
419 
1.427 
3.100 
856 
1.0U2 
097 
2,092 
551 
1.700 
1.575 
409 
22 
147 
779 
01 
370 
2.089 
1.101 
074 
1.117 
2.221 
2.213 

29 T 
619 
652 
1.081 
77 
209 
2,885 
099 
2.021 
2.707 
2.953 
3.773 
1.191 
1.184 
438 
2.497 
810 
1.711 
540 
594 
713 
430 
1.396 
139 
7 08 

2. H7 
523 

2.815 
857 
1.506 
2.097 
1.703 
747 
1.496 
421 
652 
1.141 
3.808 
2.581 
203 
1.330 
8.2 
310 
2.232 
4.972 
2.053 

1.2 9 
803 

2.507 
2.438 
012 
173 
2.737 
171 
12>i 
813 
1.074 
1.016 
101 
1.033 
129 
7 20 

1.471 

1.5S7 
2.106 



larmi 

Willi Tv 

232 
JJ 
31 . 

I 1 
190 
20 J 
058 
411 
37 1 
210 

3 10 
231 
199 

1.123 
1.414 
1»3 
07 
351 
ol 1 

8j7 

317 

Kid 

21 
201 
312 
37 1 
131 

88 
337 
29 U 

89 
tili 
615 
422 
1.13.4 
Jul 

55 

4 85 
227 

93 
204 
1.977 

55 
371 



131 
071 
405 
16 
2 
9 
631 
1 

130 
1.051 
020 
270 
211 
l,lo8 
413 

_ 08 
151 

13 
299 

36 

2> 
1,537 
470 
543 
723 
730 
53 3 
303 
099 
107 
803 
113 
28 1 
205 
2U9 
430 
225 
ISO 

17 
109 
GOO 
207 
1.035 
101 
258 
089 
1.004 

89 
298 

88 

1*7 
343 
2.510 
172 
100 
359 
393 
41 
53 J 
1.307 
1.0*3 
904 
33D 
459 
303 
2-3 
73 
1.033 
90 
31 
2 3 
271 
306 
4 

524 

"79 

5v3 
154 
917 



41 0 
83 3 
21 7 



1 am s 

Willi Tv 

10 a 

41 8 
lu 2 

11 1 
45 6 
57 fi 
43 1 

19 8 
42.3 

31 8 

20 I 
39 1 
•_1 1 

3;< 0 

52 1 
31.0 
Jj 1 
21.9 

51.3 
27.3 

2.0 
2* 3 

7 1 
14 0 
19 1 
Svl 
85.1 
29 0 
35.0 
50.1 

9.0 
55.9 
21.0 
510 
40.1 
11 7 

7.8 
49.0 
47 4 
22.2 
Is. 3 
62.4 

6.4 
22.3 
319 
13.1 
24.2 
39.5 
23.5 

9 3 

9.1 

0.1 
31.9 

1.0 
35.1 
72.6 
5 1.. 9 
49.1 
21.0 
52.6 
18.7 

23~4 
21.4 

2.3 
17.8 
40.8 

0.3 
53.3 
68.1 
20.9 
20.7 
21.7 
14.2 
30.0 
59.0 
38.1 
30.1 
17.9 
10.6 
38.0 
41 1 
61.0 
51.6 
13.8 
33.3 
23.9 
31.0 
39.6 
30.3 
19.1 
10.3 
32.9 

02 7 
10.7 
19 9 
20.9 
23.7 
30.0 
64.9 

6.7 
49.3 
20.3 
43.6 
13.2 
24 1 

32 1 
41 0 



43.6 
18 3 
12 6 
31.7 
41.0 
39 .4 
52.6 
27 0 
31 4 
25 2 
18 9 
7 9 
50.9 

1T0 

3976 
2-i 9 
13.5 



K c nd & 1 1 


713 


2 tO 


S3 7 


Kenei) y 




3 


Id 8 


Kent 


* 






K err 




z u 


92 fl 


K Iniblt 


A 1 




•J 7 


K no 




o 


7 0 


K 1 nney 


0 1 


13 


13 3 


K lebor 13 


2 1 




7 1 


Kn#» 


hj 7 


2 j 


30 3 


L 1 m ur 


?,a'_J 


li 1 7 


1 1 5 


Lt (nb 


1, 7"7 


1, 0 J 1 


1 1 2 


Limpuit 


* _7 


* J 


32 5 


La Sail* 




43 


1 1 9 


Lavaca 


I '.Jl 


3 0 


9 4 


Let 


!.*» il 


Z >1 


11 5 


Lf en 


1.7 'J 


1 "0 


H 0 


L Ibcrty 


1 3* 1 


h (i 


47 A 


LI metlono 


2. 1 ti 


i 9 


2-1 4 


Llptcamb 




3 


7 S 


Llva Oak 


7" 7 


132 


16 % 


Llano 


tIH 1 


137 


21 S 


Lovl no 


y 








ef.OH 1 


l.l'O 


70 3 


Lynn 


1,1**3 


701 


40 V 


aVJ 1 1 - . w 


7 J 


70 


ft 5 


M c L enna n 


3.03 1 


1 ,326 


a 2 


McM ullcn 


1 * 


77 


46 7 


M adlson 


1 . 1 l*i 


2 -2 


21 9 


M ur I on 


7 1 S 


70 


ft S 


M oio'n 0 


ST* 




3 * 0 




H76 


52 


7 7 


a a - 1 rf _ 

rn a la 0 OCQ a 


1.2-'* 


4 15 


36.5 


M *w*r i fit 
m a Wf ICR 


'21 1 


H 


3 0 


M mS 1 na 


1 ,M6 


622 


40.2 


ti c nor 0 




31 


9. 5 


m 1 u 1 ■ nu 




1 1 


22 3 


M (lam 


»'J 


720 


27 1 


M fill 


hlO 


10 1 


1 1.6 


M 1 1i*h>> 1 1 
Ti 1 jene 1 1 


H 1 9 


79 


9.6 


M OnlflQUo 


l.fi-'f 


fi 1 6 


33. ft 


M onl 0 oni cry 


1,414 


609 


42 3 


M ooro 


2 17 


1H6 


67 3 


M of rl s 


070 


1 2 f l 


ls.s 


M otlcy 


y kq 


3 * 


0. 1 


n dxitJy U tX.ll CI 


2.331 


202 


8.6 


avnrro 


2 




31 S 


r* cw ion 


1.02'* 


K»5 


10. 1 


N olon 


<1 13 


1 43 


22 2 




1, 1 "i7 


V. : l % 


31 3 


ucni 11 roo 




00 


19 3 


O Iff has m 
v lu 111 III 


1 47 


51 


3 1.7 




57 1 


'"A % 


40 6 




9 16 


2*1 


20. S 




2.026 


219 


1-' 3 




2,00 1 


01 * 


4 V7 




009 


327 


3(1.0 


Pecot 


203 


24 


8.2 


Polk 


1 ,'HiA 


2 9 


16. 7 


Potter 


3 f 'S 


2^3 


7 1 1 


Prtxlrf 1 a 
' I CSIUIS 


226 


2 


0 9 


R <ilnt 


6 17 


IT I 


26.9 


Randall 




370 


55.7 


R c 0 q a n 


lo7 


2 1 


22 4 


Rc.i 1 


X" 


30 


13.5 


Red River 


2,3' 0 


351 


15 0 




322 


1 1 


4.3 


f* c, 1 u VjP 1 v 


"4 t 0 


49 


IS 1 


Roberla 


113 


S9 


3 1.5 


R AhMr 1 1An 


1.622 


217 


13 4 


rl lA Fi w r 1 1 


A 25 


21 4 


50.4 


R 11 A A aa t * 


1.473 


400 


27 6 


Rusk 


3 , 1 SO 


4*0 


15. 1 


O all 1 II v 


9 13 


f-9 


7 3 


Son A u 0 • 


1 .002 


7 7 


7 7 


Q a at 1 ^« arttil 

on n j ate 1 n *u 


1, 106 


1 S 1 


16.6 


Sin Pil 




297 


33 4 


Can Qihi 

Oall OaUM 


9 ^7 


111 


12 3 


Ca>hl* i i*hi*r 


2 12 


C7 


27. 7 




9 15 


191 


20 2 


OllSli CI 1 VI u 


321 


K6 


21.5 


Shelby 


2,799 


2^0 


9.6 


Q h sap m ft n 

oner 111 4a II 


2fi 0 


90 


34 6 


Smi lh 


3, 198 


642 


1 S 4 


ounicrvc 1 1 




4 4 


12 5 


Slarr 


1 0'*'j 


32 


3. 1 


0 1 cpnc n* 


497 


81 


Id 3 


oici 1 1 n v 


8S 


34 


3**.6 


0 1 u new d 1 1 


4 .*>3 


131 


2^ 9 


S11I Inn 

O U 1 1 Wll 


1 .">*] 


1 o 


6. 7 




907 


507 


52 4 


1 B rrfl n l 




2. 233 


73 5 




1,2^2 


030 


40. 1 


T f r r e 1 1 


i ft? 


1 


0 9 




9*iS 


5^0 


57 ft 


i M i on k in or ivn 


436 


91 


21.6 


Titus 




2u0 


1 . 7 


Tom Green 


1 .033 


3"i 1 


37 2 


Tr* V, 'lv 


2 09 


7'30 


30,3 


i rinity 




87 


10 2 


ti l 


1.19s 


1 ^7 


15 6 


U pshur 


1,S ( 3 


- ~ 


119 


U pton 


3S 


1 0 


2 r > 3 


Uvalde 


61 1 


1 4S 


23. 1 


17 m 1 t/*r rtaa 

vai veruo 


2'.'0 


*' 


2 7 


van atanui 


2.934 


9. 6 


33 3 


V lelof ib 


1.232 


2 1 


Hi 6 


Walker 


1 . 1 9 *» 


1 1 


lfi 0 


Waller 


1.005 


3J 1 


32 9 


Ward 




9 


10 2 


Wash 1 n o Ion 




3^1 


13 4 


Webb 


* ' ' 


21 


S 7 


W har ton 


2,4' *> 


S2*» 


33 5 




^ *3 


67 


7 9 


Wichita 




43S 


5* 3 


Wilbarger 


9 i7 


3r»9 


40 0 


Willacy 


8 5 


4*.*? 


62 7 


Williamson 


3.33 1 * 


1.293 


3* 7 


Wilson 


1.617 


6 6 


39 3 


Winkler 


. 6 


9 


2' 0 


Wne 


1 


»M 


5 rt S 


Weod 


l.«31 


3M 


19 4 


Y oa k u m 


312 


9? 


31 4 


Young 


9 


2Ti> 


30 7 


Zapata 


2*0 


17 




Zavala 


2 1*5 


39 


r 9 


TOTAL 


292. 9.6 


90.323 


30 3 



UTAH 



Beavf r 
Box Elder 
Caci-a 
Carbon 
Daggett 
Davis 
I Duchesne 



Total 
Farms 

312 
1 1 
2.1M 

313 
4 

1.333 
•#3 



Fanrs 
With Tt 

1 012 
1.033 
37 



1- Fain 
WlUi T> 

0 0 
62 4 
47 3 
11 7 

0 0 
74 2 



31 OCTOBER 1955 



123 





71S 


21 


2 f 


uarne id 


329 


I 


0 3 


Urlnu 


'>9 


1 


It 


1 ron 


■ir.r* 




0 0 


Juab 


337 


179 


53.1 


K ano 


162 




0.0 


M i Hard 


1 09 1 




22." 1 


M Arn fa n 

m or y a ii 






57. 1 








0 0 


Rich 


275 


3S 


13.8 


Salt Lake 


2,072 


1,59<1 


77.1 


San Juan 


272 


5 


1.8 


Sanpete 


i,3H3 


6r>» 


40.8 


Sevier 


923 


107 


US 


Summit 


tn 


219 


49.4 


Tooelo 


3"fl 


21! 


GO. 3 


Uintah 


8M 


7 


0.8 


Utah 


3,179 


2,264 


71.2 


Wasatch 


310 


109 


32.1 


Washington 


637 




0.0 


Wayne 


290 




0.0 


Wohnr 


1.477 


073 


65.9 


TOTAL 


22.825 


9,795 


42.9 



VERMONT 



Total Farms % Farms 
Farms With Tv With Tv 



Addison 


1,318 


769 


56.2 


Bonnlngton 


690 


/ 2 


61.2 


Caledonia 


1.332 


337 


25.3 


Chlttendon 


1,186 


513 


43 3 


Essex 


361 


127 


35.2 


Franklin 


1.704 


872 


51.2 


Grand Isle 


302 


130 


43 9 


Lamoille 


828 


277 


33.5 


Orange 


1.355 


328 


24.2 


Orloans 


1.527 


477 


31.2 


Rutland 


1,-109 


7*3 


55 6 


Was' Ington 


1,321 


333 


25 2 


Windham 


9S9 


286 


28. 9 



Windsor 1.6S9 414 25.7 

TOTAL 15.981 6,068 38.0 

WASHINGTON 



Total Farms % Farms 
Farms With Tv Will) Tv 





639 


369 


57 7 




465 


63 


13 5 


Rant An 


1 4 S3 


293 


10* 3 




1 875 


184 


Q ft 

V. O 


' »■ » ■' Hill 


1 .008 


531 


49 7 


Clark 


4 100 


2.09 1 


51 1 


C ol u mbl 3 


'356 


112 


315 


Cow i Itz 


1,362 


585 


43.0 


DouQlas 


990 


228 


23 0 


Ff rry 


403 


8-1 


20 8 


f rankl In 


413 


57 


13 8 


vol It C 1 U 


300 


107 


>}.>. i 


Grant 


l.ono 


213 


in 5 


Grays Harbor 


1,321 




39.6 


Island 


057 


430 


05.4 


J' flerson 


356 


226 


03 5 


King 


5.IS1 


3,427 


60.1 


Kitsap 


1,550 


1,091 


70.4 


Kittitas 


1,131 


96 


R.5 


Klickitat 


796 


180 


22.6 


Lewis 


2,793 


8*7 


31.8 


Lincoln 


1,051 


076 


51.3 


Mnson 


526 


306 


58.2 


Okanogan 


1,770 


89 


R.O 


Pacific 


665 


138 


20.8 


Pon Orelllo 


461 


221 


48.6 


Pierce 


3,611 


2,338 


64.7 


S»n Juan 


295 


177 


60.0 


Skagit 


2.352 


1,048 


44.6 


Skamania 


210 


75 


31.3 


Snohomish 


4.345 


2 512 


57.8 


Spokano 


3.391 


2,287 


S3 0 


Stevens 


1,918 


507 


2«4 


Thurston 


1,766 


936 


53.0 



Wahkiakum 


376 


137 


36.4 


Walla Walla 


1,001 


152 


13.8 


W atcom 


4,036 


1,555 


38.5 


Whitman 


1,961 


1,157 


59.0 


Yakima 


6.775 


3.077 


45.4 


TOTAL 


65,175 


29,172 


44.8 



WISCONSIN 



Total Farma % Farms 
Farias With Tv With Tv 





9g 


144 


14 6 


Ashland 


9 16 


120 


14 2 




3.540 


1 405 


39 7 


Bayfield 


1 ', 25 7 


3 13 


27 3 


Brown 


2[<S72 


1,792 


67.1 


Buffalo 


1,682 


457 


27.2 


Burnett 


1,179 


407 


34.5 


Calumet 


1.772 


895 


50.5 


Chippewa 


3.157 


1,011 


32.0 


Clark 


4,274 


876 


20.5 


Columbia 


2,615 


963 


36.8 


Crawford 


1,674 


256 


15.3 


Oano 


5.094 


2,347 


46.1 


Dodge 


3.914 


2,178 


55.1 


Door 


2,021 


980 


48.4 


Douglas 


1,152 


505 


43.8 


Dunn 


2.870 


1,388 


48.4 


Eau Claire 


1,857 


578 


31.1 


Floroneo 


316 


90 


28.5 


Fond Du Lac 


3.479 


1,906 


54.8 


F01 est 


467 


111 


23.8 


Grant 


3.533 


1.068 


30 2 


Greon 


2.189 


782 


35.7 


Green Lako 


1,217 


491 


39.6 


Iowa 


2,268 


517 


22.8 


Iron 


276 


70 


25.4 


Jackson 


1,787 


286 


16.0 


Jefferson 


2.782 


1,628 


58.5 


Juneau 


1,740 


202 


11.6 


Kenosha 


1,385 


1,032 


74.5 



Kewauneo 


1,829 


1.035 


56.6 


La Cross* 


1,154 


310 


21.3 


Lafayctto 


2,025 


691 


34.1 


Langlade 


1,356 


552 


40.7 


Lincoln 


1,512 


1,110 


16.4 


Manitowoc 


3.321 


1.901 


57.2 


Marathon 


5.691 


1,133 


20.3 


Marinetto 


2.014 


919 


47.1 


MarQuetto 


1,018 


215 


24 2 


Milwaukee 


1.065 


796 


74.7 


Monroe 


2,784 


395 


14.2 


Oconto 


2.529 


1,276 


50.5 


Oneida 


416 


46 


11.1 


Outagamlo 


3,188 


1,902 


59.7 


Oiaukeo 


1,234 


902 


73.1 


Pepin 


735 


276 


37.6 


Pierce 


2.393 


1,548 


64.7 


Polk 


3,258 


1,791 


55.0 


Portage 


2,415 


590 


24.4 


Prlco 


1,619 


200 


12.4 


Racino 


1,704 


1,362 


79.9 


Richland 


2.150 


235 


10.9 


Rock 


3.138 


1,3'5 


42 9 


Rush 


1.865 


470 


25.2 


St. Croli 


2,665 


1,878 


70.5 


Sauk 


2.913 


473 


16.2 


Sawyer 


739 


126 


17.1 


Shawano 


3 197 


1,283 


40 2 


S ohoygan 


2,900 


1,806 


62.3 


Taylor 


2.566 


456 


17.8 


Trempealeau 


2,698 


315 


12.8 


Vornon 


3.485 


465 


13 3 


Vilas 


168 


30 


17.9 


Walworth 


2,113 


1,373 


65.0 


Washburn 


999 


350 


35.0 


Washington 


2 215 


1.505 


67.0 


Waukosha 


2.669 


1.988 


74.5 


Waupaca 


2 931 


1,127 


38.5 


Waushara 


1.762 


495 


28.1 


Winnebago 


2,152 


1,091 


50.7 


Wood 


2.7,36 


482 


19.0 


TOTAL 


153,558 


60.333 


39.3 



WHY FARM AIR SELLS MORE 

(Continued from page 49) 

lowing "armchair tour" of a number 
of leading farm stations. As much as 
possible, sponsor editors tried to se- 
select various types of highlights, add- 
ing to a diversified picture of the sta- 
tus of farm radio and tv today. 

Iron curtain lifts: Most radio-tv 
farm directors do plenty of traveling — 
often hundreds of miles each week — 
to tape or film interviews in the field, 
at agricultural test stations, county 
fairs and farm shows. 

But one of the longest junkets re- 
cently was made by Herb Plambeck of 
WHO, Des Moines. Plambeck repre- 
sented U. S. farm broadcasters on the 
recent American farm exchange tour 
of Soviet Russia. 

The WHO newsman had a busy time 
of it with tape recorder and cameras 
on the other side of the Iron Curtain. 
He returned armed with several hours 
worth of recordings made with the 
American Farm Exchange delegates in 
Russia, Central Asia and Siberia. 

In addition, Lambeck returned with 
several hundred black-and-white still 
pictures for tv use or radio-tv publica- 
tions that farm broadcasters prepare. 
(Cracked Lambeck: "Life magazine 
used 17 of these in their September 
19th issue, so they must not be too 
bad.") For tv stations, Lambeck shot 
more than 2,000 feet of 16 mm. film. 

All of the program material, of 
course, has been made available for 
use by other radio-tv farm stations. 
At last report, it was being snapped 
up eagerly, since U. S. farmers — who 



rightfully consider themselves the 
world's most up-to-date — have been 
quick to want to "see" Russian farms 
through the eyes of man they can be- 
lieve — a farm broadcaster. 

Changing market: A good farm- 
area station keeps close tabs on the 
various changes in local farm condi- 
tions. Les Davis, farm director of 
WREX-TV, Rockford, 111. gave the 
following report on farm homes in 
the station's viewing area — where av- 
erage per-farm income (mostly from 
corn raising) now stands at a solid 
$12,860 and farm tv saturation is now 
at 80%: 

"41,000 farm homes throughout 
northern Illinois and southern Wis- 
consin are loyal viewers of WREX-TV. 
They are alert to up-to-the-minute farm 
market information — information 
gathered and presented by r farm ex- 
perts who talk their language. 

"Farmers here are concentrating on 
a money crop, and spending less 
money on the old concept of trying to 
make the farm self-sufficient. As this 
trend continues to grow, farmers 
throughout the area are on the alert 
for faster, easier and more profitable 
ideas. 

"Survey after survey has proven 
that the farmer in this area is planning 
his day's work with the WREX-TV 
schedule. The majority of them have 
their noon-hour break scheduled from 
11:30 a.m. to 12:30 p.m. so that they 
will be in the house and near the tv 
set for channel 13's noon markets and 
news headlines. This 15-minute pro- 
gram is sponsored on a 52-week basis 



by Murphy Products Co., of Burling* 
ton, Wis., they are more than en- 
thusiastic about the results they have 
obtained." 

Fan mail: Farm radio and tv do get 
overnight results for advertisers and 
broadcasters. But, generally speaking, 
the media are geared more to the long 
haul. Fort Wayne's WOWO recently 
provided SPONSOR with some interest- 
ing evidence. Reported farm director 
Jay Gould: 

"WOWO rural mail (with return 
addresses) continues to grow in pro- 
portion to metropolitan fan mail re- 
ceived. In 1954, over 200,000 pieces 
of fan mail were received, and more 
than 50% came from rural listeners. 
Popularity of artists who make pub- 
lic appearances such as the Weather- 
ford quartette and Nancy Lee and the 
Hilltoppers is definitely rural." 

Also indicative of the long-haul 
philosophy is the way the station keeps 
listeners informed of certain running 
campaigns. About two years ago, 
Gould held a campaign in which he 
gave away castor beans to all who 
would write for them. Later, photos 
began to arrive in the mail showing 
how the seeds had grown into bushes, 
and later trees, in many parts of the 
world. 

Money market: A recent review of 
the farm market reached by WLS, 
Chicago — one of the first farm-slanted 
stations in the country — contains some 
eye-opening vital statistics: 

• The Prairie Farmer Station has 
a major coverage area that includes 
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OVER A QUARTER OF A MILLION 
PEOPLE ATTENDED THE NEBRASKA 
STATE FAIR THIS YEAR 





Facing The Facts this month are 
many faces . . . thousands of faces 
that make up the 100,000 people 
who saw or took part in KFAB shows at 
the Nebraska State Fair this year. 

This year, as has been the case for 27 
consecutive years, KFAB promoted the 
Fair to the hilt . . . and presented pro- 
grams on the grounds amounting to 
eight hours daily for the entire week. 
KFAB's dominance above all media at 
the fair, over a period of many years, has 
resulted in the station becoming known 
as "the Nebraska State Fair Station." 

It's one more example . . . one more 
proof of performance that KFAB is Ne- 
braska's dominant station . . . the Num- 
ber One Farm Station . . . and the most 
powerful influence in the daily lives of 
thousands of Midwesterners. 

Face the Facts and find out more about 
KFAB and how it can help your sales 
chart curve upwards. Talk to a Free and 
Peters man ... or check with General 
Manager Harry Burke. 



V \ \ \ \ \ U / / / / 

KFA 

mil W^W 



OmRHJ niC Mill 



Big Mike is the physical trademark of KFAB — Nebraska's most listened-to-station 




235 counties. And in this number are 
45 of the nation's 200 top gross casli 
income farm counties. 

• WLS covers, at latest count, 551,- 
213 farms with a total farm popula- 
tion of 2,367,291. In population 
terms, this is about 15% of the total 
number of people within reach of the 
50 kw. outlet — an important audience 
segment to say the least. 

• The value of farms in the cover- 
age area is estimated to be a whop- 
ping $10.7 billion dollars. And, about 
93 r < of them are electrified. 

• There are more tractors (630,- 
131) and autos (580,782) on farms 
in the WLS area then there actually 
are farms (see above). Trucks aren't 
far behind; there are 230,712 of them 
in the WLS area — all providing a 
ready-made market for gasoline, tires, 
batteries, insurance, accessories and 
other automotive products. 

Community projects: The roots of 
a popular farm station are deep in the 
farm community it serves, and most 
stations have a wide variety of proj- 
ects, contests, awards and public ser- 
vice features. 

A typical one was described to 
SPONSOR by Farm Director Chet Ran- 
dolph at one of the nation's best-known 
farm outlets, WNAX, Yankton: 

"The WNAX Leadership Award is 
presented as token of recognition to 
the Rural Youth member who has done 
the most to boost his local club. The 
state member of the year is selected in 
each state on the basis of the young 
man or woman who best exemplifies 
local club leadership. The state win- 
ner receives an all-expense-paid trip 
to the Western Regional Conference 
of Rural Youth as a guest of WNAX. 
The Leadership Award is sponsored 
by WNAX in cooperation with the 
Agricultural Extension Services of 
South Dakota, Minnesota, Nebraska, 
Iowa and North Dakota. 

"We believe this award recognizes 
leadership and at the same time 
teaches leadership. The attractive pin 
and certificate recognize those young 
people who have done a job of ser- 
vice. Several states are using this 
project as a guide at the district lead- 
ership training meetings and point to 
it as the culmination of a leadership 
development program." 

Promotion: Farm stations will often 
really go to bat for their advertisers. 



Not long ago, one of the major farm 
air clients on WMT, Cedar Rapids — 
Pfizer — was holding its third annual 
820,000 Livestock Judging Contest. 

WMT aired 72 promotional an- 
nouncements, plus three interviews 
with previous and prospective winners. 
The promotion campaign was extend- 
ed into all part of WMT's farm pro- 
graming schedule, in addition to the 
regular Pfizer time of 12:45 to 1:00 
p.m., on a three-days-weekly schedule. 

Better living: Every now and then, 
the U.S. tendency to work vast im- 
provements on the landscape pays off 
for farm broadcasters — and their ad- 
vertisers — in a suddenly increased 
audience. Such a change recently took 
place in central Washington state, in 
the apple-growing section served by 
Wenatchee's KPQ. 

Reported Pat O'Halloran, sales man- 
ager, to SPONSOR: 

"Our farm programing has in- 
creased. Reason: we now have a vast 
new farm audience in the Columbia 
basin where soon one million acres will 
be under irrigation. There are hun- 
dreds of new farms producing new 
crops to this area, such as sugar beets, 
corn, peas, melons, potatoes, onions, 
peppermint, beans and many other 
new crops. 

"Since KPQ's farm area has been 
primarily fruit, wheat and cattle, this 
is quite an addition. Farm income is 
up — we expect one of the largest apple 
crops in several years. The soft fruit 
crop was worth $25 million which 
certainly adds to the economy of any 
market. 

"Wynn Cannon, KPQ farm direc- 
tor's daily broadcasts on the station 
always include one or more interviews 
with local agricultural people. His 
success, and ours, has been due to 
local programing to rural people." 

Coverage: Farm-slanted radio sta- 
tions, by the spread-out nature of 
farming itself, often provide eye-open- 
ing coverage figures. Such an outlet 
is KFYR Radio of Bismarck, North 
Dakota. 

The station reaches farm homes 
regularly in a whopping 95.000-squa re- 
mile farm area. Thanks to a well- 
planned schedule of farm-appeal pro- 
grams, KFYR also walks off with a 
sizable farm audience. 

In April, 1955 Pulse made a 50- 
county checkup on the station. Figures 



showed that KFYR had garnered 36% 
of the daytime audience, and 45% at 
night — against seven other outlets. Ac- 
cording to Pulse, this was twice as 
high as the next station's daytime 
audience and three times the level of 
the evening audience of the runner-up 
outlet. 

Keystone: You can cover most of the 
nation's six million-odd farm homes 
with a network-level purchase. That's 
one of the principal sales stories that 
Keystone Broadcasting System, with 
860 radio outlets in what it calls 
"Hometown and Rural America," has 
to tell. 

KBS research analysis shows that 
Keystone outlets cover nearly eight 
out of 10 people among the nation's 
more than 24 million farm population. 

And, more than 78% of the coun- 
try's farm radio households — with a 
gross farm income of over $24 million 
annually — are included in this cover- 
age pattern, KBS reports. 

Regional buy; You can purchase 
farm-slanted broadcasting at the re- 
gional level, too. 

A good example is Minnesota's five- 
station "Linder Group" — KWLM, 
Willmar; KMHL, Marshall; KDMA, 
Montevideo; KLGR, Redwood Falls; 
KTOE, Mankato — headed by veteran 
broadcaster Harry W. Linder. 

The five outlets cover a billion-dol- 
lar market in which half of the agri- 
cultural state's farmers live, a total of 
some 1,250,000 people. 

These farmers depend on their ra< 
dios for everything from news to en- 
tertainment; the stations are located 
80 miles from the nearest television 
outlet. That the group of outlets sell 
the sponsors' product is attested to in 
the contract renewals broadcaster Lin- 
der has achieved. An average of seven 
out of 10 advertisers have renewed 
continuously since the Linder Group 
was formed. 

Local men: Radio-tv farm directors 
are almost invariably local men. 

For one thing, they know the agri- 
cultural conditions of the territory. 
For another, they know the farmers 
of the area, and understand their prob- 
lems, in a way that no big-city new- 
comer could hope to match. 

A typical example is Jim Deitloff, 
farm radio director of WJAG, Nor- 
folk. Nebraska. Deitloff is a native, 
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(and still growing!) 



kf y r 

radio 

Bismarck, N. Dak. 




Latest Pulse Rating Gives KFYR 3 To 1 Preference In 
363,000' Family, Big-Income Market! 

* within 0.5 MV contour, U. S. & Canada 

Wherever you roam in ihe BIG 95.000 square mile* KFYR 
MARKET, ihe result's ihe same. KFYR is heard over a larger 
area than any other station in ihe nation! In ihe 50 county 
sample area surveyed by Pulse ieams in April. 1955. KFYR — 
competing with seven oiher siaiions in ihe area — captured 
a whopping 36% of ihe daytime radio audience . . . increased 
ihe figure io 45% of ihe evening lisieners! More ihan TWICE 
the dayiime audience and THREE limes ihe evening audience 
of ihe area's second-rated siaiion. 

* 50% audience or better, BMB 
Send a "Giant" out to do a "Giant's" Job! 



KFYR-land is BIG in mileage — BIG in sales poieniial! Locat- 
ed in an area DOUBLY rich in oil and agriculture, KFYR- 
lisieners rank 10th nationally in retail sales per household . . . 
with KFYR's home county of Burleigh 26ih in ihe nation, with 
retail sales per household of 55,748 in 1954! 
Any John Blair representative will gladly fill in more KFYR 
facts and figures on this booming Midwest Market! 



radio 



5000 WATTS 550 KC 

NATIONAL REPRESENTATIVE 



BISMARCK, N. DAK. 

JOHN BLAIR AND COMPANY 
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brought up on a big farm near the 
farm-area radio outlet. 

When he tours farms and agricul- 
tural special events in the area, cover- 
ing them with tape recordings, he in- 
variably finds himself sought out as a 
source of neighborly news. When he 
is invited into a farm home for a big 
Nebraska meal, he's treated more like 
a member of the family than a stran- 
ger. 

Deitloff conducts two shows on 
WJAG: the Farm To Market Time, 
daily from 6:45 to 7:15 a.m., and the 
Noon Farm Features, daily from 11:55 
to noon. Each year, he presides over 
a special bus trip to the state fair 
attended by bis listeners. Altogether, 
the station airs 12 hours weekly of 
farm programs, plus a lot of farm 
news in the 17 hours weekly of news- 
casting carried by WJAG. 

IS'etvs beat: Talking into microphones 
or facing tv cameras are only two of 
the things that farm radio-tv directors 
do. These farm broadcasters, and the 
stations they represent, are active in 
a wide variety of community, govern- 
mental and agricultural activities rang- 
ing from university educational work 

♦ 




ON THE FARM 

and the 



FULL-TIME 
FARM SERVICE -j 
DEPARTMENT j 

SERVING THE WEALTHY -j 

BLUEGRASS J 
COUNTRY £ 

Fully equipped farm car. Farm and \ 

Livestock News an d Markets. On-the- % 

farm Interviews. Special Weather Re- ** 
ports and Tobacco Markets. 
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to annual state fairs to seek out farm 
news. 

A typical case is the "news beat" of 
Kentucky's W1AP, located in the heart 
of the prosperous Bluegrass country. 

WLAP's Farm Service Department 
maintains regular contact with over 
200 farm and livestock organizations 
and sources. From these groups — in- 
cluding county agents, University of 
Kentucky Agriculture College and Ex- 
tension Service, 4-H clubs, FFA 
groups, livestock associations and the 
like — WLAP staffers constantly gather 
information for the station's farm 
programs. 

In addition, the station has a news 
network of farm "stringers" all over 
the state, leased-wire agricultural news 
service, and special on-the-farm, in- 
terviews. 

Station farms: Almost all of the 
country's radio-tv farm directors are 
themselves professional farmers. And, 
a growing number of stations airing 
farm programing are carrying this a 
step further by operating working 
farms to which farmers can come to 
watch the latest agricultural methods 
in practice, and to meet with the sta- 
tion's farm program staffers. 

One of the biggest and best of these 
operations is WLW, Cincinnati's 
"Everybody's Farm." No experimental 
setup, the farm is owned and operated 
strictly on a pay-for-itself basis by the 
station. 

This fact, in turn, works to the bene- 
fit of the station's farm program per- 
sonalities — Bob Miller, farm program 
director; Bill Alford, his associate; 
Jack Conner, manager of the farm, and 
his wife, Jean; Judy Perkins, the sta- 
tion's farm-and-home director. 

Reported WLW's Bob Miller: 

"Not only are we able to give per- 
sonal endorsement to sponsors' prod- 
ucts used on the farm, but we also are 
able to keep constantly in step with the 
fast-changing farming picture, and the 
many variable factors such as weather. 

"Upwards of 10,000 school children 
and another 10,000 adults visit the 
farm annually to meet the people they 
near — and the farm operation they 
hear about — 365 days a year. 

Motorized farms: Some of the larg- 
er farm-area stations do an unusually 
complete job of mapping out their 
market. One such station is WCCO, 
Minneapolis-St. Paul, whose Research 
Director, Charley Smith, has prepared 



a series of studies on farm conditions, 
gasoline consumption, tire usage and 
the like. 

Here are some thought-provoking 
facts and figures from the WCCO study 
titled "Barnyard Motor Pool": 

Smith started off by summarizing 
the fact that the number of farms in 
the 109 counties WCCO serves have 
diminished in number but have grown 
in average size in the past few years.. 
He added: 

"A principle reason for this shift to 
larger farms (and greater productiv- 
ity, which we will touch on later) is — 
wheels, thousands of them, many 
driven by gasoline or diesel power, 
most of them rubber-tired for greater 
mobility. In brief, more working 
equipment per farm. 

'"To begin with, more farms have 
tractors than have passenger cars. The 
1955 Census of Agriculture shows that 
93.9% of all the farms in our area 
have one or more tractors. They have 
1.61 tractors to be exact, giving us 
315,343 tractors operating in these 109- 
counties. That's a jump of 26% in, 
the number of tractors on farms here- 
abouts in just five years. (Quite a tidy 
number of tires to be replaced here, at 
a rough average cost of $200-250 per 
tractor. 

"Automobiles on farms are pretty 
much dual-purpose affairs, used for 
pleasure and business. The Census of 
Agriculture found 91.5% of the farms 
reporting an average of 1.26 cars per 
farm in 1955 to add up to a quarter- 
million cars. That's about as many 
cars on farms alone as we find for the 
metropolitan areas of Providence* 
Kansas City or San Diego. As a mar- 
ket for insurance, figures at only $100 
a year premium, it amounts to nearly 
a quarter-billion dollars." 

Portable poicer: Familiarity with 
both the ways of farming and the pro- 
motional aspects of broadcasting some- 
times makes the radio farm director 
a valuable ally to the advertiser. 

Not long ago, WGN, Chicago's well- 
known farm broadcaster, Norman 
Kraeft, sold International Harvester a 
special half-hour tape recorded sum- 
mary of highlights of the National 
Plowing Matches held in Wabash 
County, Indiana. The reason is inter* 
esting. 

Reported Kraeft on his gimmick: 
"1 suggested to them that this re- 
cording could be made with power 
furnished by Electrall, a Harvester 
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product which is a generator attached 
to the side of a tractor and furnishing 
a mobile source of electrical power on 
the farm. 

'i suggested to International Har- 
vester that the publicity potential of a 
recording 'made in the middle of a 
farm field' with a mobile source of 
electric power should be substantial. 

"They agreed." 

Tv 'KsvhooV: Farm broadcasting has 
always played an educational role, but 
television has offered a new dimension 
of sight and motion to the older one 
of sound. 

This spring, during the slack season, 
two North Dakota outlets— KXJB-TV, 
Valley City and KCJB-TV, Minor— 

"Television as a 'communication tool' 
was barely known in the beginning of 
1955, despite tv's spectacular success as 
an entertainment and news medium. 
Today, however, the greatest advances 
in tv are being made in its application 
to industrial and educational problems; 
closed circuit television is unquestion- 
ably emerging as an electronic giant." 

JAMES L. LAIIEY 
General Manager 
Dage Television Division 
Thompson Products Inc. 
Michigan City, Intl. 



operated a full-fledged extension course 
on tv covering the latest information 
on wheat raising and farming. 

Promptly, an estimated 50,000 farm- 
ers sat down by their firesides and 
went to school — with tv. 

County agriculture extension work- 
ers were contacted when the tv series 
was planned, and through letters and 
personal contacts they built up interest 
among farmers in the project. Deal- 
ers were encouraged to set up tv sets 
in community buildings, and farmers 
with tv sets were asked to invite other 
farmers in to see the series of pro- 
grams. 

Result: tremendous interest on the 
part of fanners, and much good will 
for the two stations. 

Said one North Dakota wheat grow- 
er : 

"We stayed at home and got more 
information than we generally get at 
our county farm meetings, and we 
didn't have to drive 20 miles in zero 
weather to get it." 

John W. Boler, president of the 
North Dakota Broadcasting Co., is 
planning to continue this brand of 
rural tv education. The five one-hour 
shows were produced and directed by 
Dave Bateman. * * * 



FARM RADIO TV RESULTS 

{Continued from page 51) 

Travel: Few admen think of the farm 
market as a travel market, but the 
above-average income of most farmer* 
and their increasing amount of leisure 
time means that many farmers are 
perfectly willing to go globe-trotting 
— often at a considerable cash outlay. 

Jack Jackson, director of agriculture 
for Kansas City's KCMO, told SPON- 
SOR: 

"Our recent experience in selling 
an 'Around the World Farm Study 
Tour' is evidence that farm radio can 
sell more than the items commonly 
considered as farm production prod- 
ucts — feed, seed, fertilizer and the like. 

"By advertising and promoting this 
project, as we would any sponsor's 
product, we have sold this tour — with 
22 and 36-day European sections — to 
25 mid-American farmers and farm 
leaders. 

"Five will participate in the com- 
plete globe-circling section of the tour, 
while 10 will participate in each of 
the 22 and 36-day sections. Thus, we 
have sold $44,120 worth of foreign 
travel, something not commonly 
bought by farmers of this area, and 
an item which certainly could not be 
considered as a farm production prod- 
uct. 

"I think, too, that it is significant 
that this tour has been sold at a time 
when our farmers are seriously affect- 
ed by a severe three-year drought, and 
at a time when farm prices have 
dropped sharply, and when the gen- 
eral attitude toward farm income is 
at a low ebb." 

Livestock: Within the coverage area 
of WAVE-TV, Louisville — an 80- 
county area with a total of some 154,- 
000 farms of which nearly 84,000 were 
tv-equipped at the beginning of the 
year — one of the most-viewed pro- 
grams is a live, farm-originated show- 
called Farm. 

And, Farm's director, Mr. Shirley 
Anderson, made this comment to 
sponsor on farm-slanted television's 
ability to sell : 

"Farmers in this area are pretty 
much limiting their purchases to prod- 
ucts contributing directly to increas- 
ing the efficiency of their farming op- 
erations. The emphasis is on cutting 
costs and increasing production. Thus, 
a nationally advertising farm produtl 
manufacturer, offering increased pro- 
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in coverage area (80 Texas counties and Louisiana 
parishes) 

in number of farm radio families in listening audi- 
ence (110,625) 

in top farm experts (Dewey Compton, Farm Di- 
rector and L. 0. Tiedt, Farm Reporter) 

in sponsorship of Farm programs (16 quarter 
hours per week) 

in farm services (field work, speaking engage- 
ments, sponsor-promotion work, and the audience 
call-in program "Capitol 7-4361") 
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cluction at lower cost, is missing n good 
bet l>y not using farm-directed tele- 
vision." 

Does this mean that fanners are sit- 
ting on their pockelliooks, even for 
products and services helpful to them 
In running their agricultural lnrsi- 
iu'sscs? Not ill all. 

Not long ago, the Vel Va Haven 
farms, of Prospect, Kenltiek), held a 
sale of 1,500 head of registered Here- 
ford lheslock, the largest Hereford 
livestock sale ever held in the I nited 
Stales. 

The sale extended o\ er a period of 
frvc days. On the Saturday prior to 
the Monday start of the sale, Vel Va 
Haven Farms sponsored a 15-minule 
segment of WAYE-TV's Farm show to 
highlight the sale. 

Reported WAVlvTVs Charles \V. 
Hill: 

"Although the sale was scheduled 
to start on Monday, some seven auto- 
mobile loads of prospective buyers 
drove out to the Vel Va Haven Farm 
before the television program — on 
Saturday — was over ! 

"The livestock sale was an out- 
standing success, with receipts in ex- 
cess of $500,000. On the first day of 
the sale following the telecast, a pure- 



bred bull was sold for $-11,500 to a 
Farm \ iewer 1 " 

/1/iiiniiiiiiii vooi'imj: |,iisl fall, local 
representatives of He\ nolds Metal came 
to Houston's KTKII with a major 
problem. '1 hey had been trying, with 
little success, to break into the farm 
market in the area Id sell their alu- 
minum roofing and siding, and also 
had been ha\ ing trouble in obtaining 
a dealer who could do the installation 
work. 

KTK11 executives including Farm 
Director Dewey Complon, went to hat, 
and soon found a construction expert 
who had experience in agricultural 
building, and who wanted to become 
the Reynolds dealer. Soon after, Rey- 
nolds went on the air, using the sta- 
tion's farm show. 

Complon busily sold the merits of 
Rey nolds metal roofing, on and off the 
air. lie helped arrange for special 
point-of-sale displays, and lined up an 
extensive schedule for a touring Rey- 
nolds Metals van that carried samples 
of the Reynolds products, including 
those for farm home and building use. 
All attendance records for the Rey- 
nolds traveling exhibit in the area 
were broken. 



From the beginning, Coinpton 
worked closely with the Reynolds 
dealer-erector, often accompany ing him 
on field trips and answering special 
<|tieries from his listeners. 

At last report, Reynolds oflicials esti- 
mated that their new Houston dealer 
was going to do about $75,000 worth 
of business this year practically all 
of it generated by farm radio which 
has cost Reynolds (tidy about $<>,600. 

l-rozen men is: T/l ie "rowing number 
of frec/.er-c<|uipped U.S. farm homes 
today in turn sparks increased sales 
of food product-, tailored to the needs 
of the modern farm family. 

Reported Frank Alwood, farm di- 
rector of WTIC, Hartford: 

"Connecticut Racking Co. is a fam- 
ily-owned local firm running a small 
packing plant and both retail and 
wholesale meat business. In 1950, as 
part of a Farm Safety Week promo- 
tion they agreed to furnish prizes 
which consisted of orders for mer- 
chandise in a farm safety contest on 
our farm program. This experience 
of having their products talked about 
on the air led them to buy a few spot 
announcements, and they have been 
sponsors of the Frank Aluood pro- 
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An average of 70% of 
our advertisers have used 
these stations continuously 
since we began broadcast- 
ing — proof that Linder Sta- 
tions move merchandise. 



It's easy to do business willi 
the hinder Radio Group! 
All stations are under one 
ownership, and you pet one 
hilling. Stations are avail- 
able individually or in com- 
bination. Ideal stations for 
test campaigns! 
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MEET 
WAYNE ROTHGEB! 




WKJG-RADIO & TELEVISION 
FARM DIRECTOR 

FARMS AND FARMING 
ARE IMPORTANT IN THE RICH 
WKJG-RADIO AND TELEVISION 
AREA! 

Wayne has the cooperation of 
COUNTY AGENTS 
HOME DEMONSTRATION AGENTS 
SOIL CONSERVATION 
SERVICE TECHNICIANS 
VOCATION AGRICULTURAL 
TEACHERS 
to keep ALL the rural folks 
up-to-date in many important 
phases of their work and recreation. 



The FARM MARKETS portion 
of "FARMS & FARMING" 
is now sponsored daily on 

by MURPHY FEEDS! 



Check this valuable market 
when mapping out your campaign! 

Call the PAUL H. RAYMER CO. now 
for availabilities on Wayne's 
"FARMS AND FARMING" shows 
seen and heard daily on 




RADIO AND TELEVISION 
FORT WAYNE. INDIANA 



grain ever since that modest start. 

"In 1950, the frozen food idea was 
catching on, and the Connecticut Pack- 
ing Co. used its radio time to build 
new business with freezer customers. 
They now cater especially to this 
trade, specializing in Aberdeen-Angus 
steer beef purchased on the Chicago 
market, and their freezer meat volume 
now represents 40% of their total 
business. 

"Customers come regularly from 
throughout Connecticut, many from 
Massachusetts, some from Rhode Is- 
land, New York State and Vermont. 
They wait for especially favorable 
prices to be announced on my pro- 
gram, then make a long drive to the 
plant and buy meat in large quanti- 
ties." 

Another development has coine 
about for Connecticut Packing as a 
result of farm radio. Atwood added: 

"The program has also built a sub- 
stantial volume of custom slaughtering 
business with farmers bringing their 
home-raised hogs, cattle or lambs to 
the plant, and returning later for the 
processed meat. This business has been 
built entirely through radio advertis- 
ing. Another specialty is the handling 
of game animals, deer and occasional- 
ly bears, during the hunting season. 
Ihis was a new venture also built by 
radio." 

The WTIC farm-slanted schedule 
often outpulls other media. In June 
of this year, Connecticut Packing ran 
a special sale on beef forequarters, at 
390 per pound. Advertising consisted 
of one ad in the Hartford Sunday 
newspaper (three columns by 15 
inches) and four one-minute announce- 
ments on Atwood's farm show. Sales 
for the week broke all company rec- 
ords. 

Customers were queried on what 
brought them to the plant; 85% indi- 
cated that they'd heard about the sale 
from the radio schedule. Cost of the 
newspaper ad: $135. Cost of the radio 
announcements: $108. 

Silos: The silo — a tall storage build- 
ing for corn and feeds, and other 
grains — is a common sight on almost 
any big farm. Radio recently proved 
it could do a first-class job of selling 
them in the Nashville area via a sched- 
ule on one of the nation's pioneer 
farm air outlets, WSM. 

Reported Farm Director John Mc- 
Donald: 

"Marietta Concrete Co., world's 



largest builders of pre-cast concrete 
stave silos, bought a 10-minute early- 
morning radio program on WSM and 
called it Marietta Farm Journal. They 
featured farm news, brief market and 
weather reports, country music and 
facts about Marietta Silos. I did the 
commercials. 

"Within a few weeks, eight separate 
crews of silo builders were hard at 
work in the area, and seven silo sales 
resulted directly and immediately from 
one week's inquiries drawn by the 
program. 

"Jack Anthony, Marietta's advertis- 
ing manager, says: 'This one week's 
sales would have made our entire in- 
vestment in WSM programing worth- 
while.' F. L. Christy, president of 
Marietta, says: 'We consider this" 
advertising on WSM the most successr- 
ful radio advertising in our experience.' 
Bob Barger, sales manager for Mari- 
etta, wrote me a personal letter in 
which he said: 'I wish to take time 
out during this particular period in our 
1955 sales program to tell you, and 
others at Radio Station WSM, how 
much we appreciate the fine job you 
are doing for the Marietta Concrete 
Corporation in the promotion of the 
Marietta farm silo in the Nashville and 
Kentucky areas. We have had letters 
from prospects in Indiana, Ohio and 
North and South Carolina as a direct 
result of WSM's program.'" 

Sewing Machines: Farm families 
were in the "do-it-yourself" market 
long before it became a popular pas- 
time with the urban and suburban 
trade. 

Herman Burkart, manager of KVOS, 
Bellingham, Washington, told SPONSOR 
of the following success stories with 
the station's daily noon-hour (12:30- 
1:00 p.m.) farm show featuring Hal 
Reeves : 

"Hal has a letter from Howard 
Higgerson's Sewing Center, showing 
his program sold 90% of all the 
machines Higgerson's sells. 

"Washington Farmers Co-op sold 
$3,700 worth of dried winter peas for 
cattle feed on the strength of one 
three-minute commercial and two 
tags. 

"Knapp & Knapp Furniture Store 
sold out completely twice on a mattress 
special last month. I could give you 
many such results, but the fact remains, 
Hal's sponsors seldom vary. His first 
two are still with him after six years. 

"Bellingham is the county seat for 
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the progressive Whatcom County farm 
area, and audience consists of an 86% 
steady farm family listening (which 
includes both the farmer, his wife 
and grown children) plus a good-size 
audience in the neighboring Skagit 
County farming area, plus a 100% 
dairy audience in the Olympic Penin- 
sula, with a bonus audience sprinkling 
in British Columbia. 

"Hal Reeves spends his entire time 
on the farm program, sells most of his 
sponsors, does all his own advertising 
service, and records on-the-farm pro- 
grams in this county, Skagit, British 
Columbia and elsewhere." * * * 



BUYER OF FARM MEDIA 

{Continued from page 47) 

sense of humor. They like to joke 
about things. Consequently, we try to 
take a light touch in much of our 
advertising. 

One of the ways in which we do this 
is by giving somewhat outlandish 
names to some of the products that we 
market. For example, the best-selling 
products that the Gland-O-lao Co. man- 
ufactures is a liquid wormer called 
"Chick'n Tee." There is no rhyme or 
reason for a name like "Chick'n Tee" 
except it attracts people's attention and 
it is easv to remember. Also it gives 
the farmer something to kid about 
when he goes in and talks to his wife. 

It's been our observation that 99fc 
of all farm copy is deadlv serious and 
we think in a lot of cases it's too deadly 
serious. The farmer isn't that serious 
about things. 

Another basic premise of our farm 
copy approach is that wherever possible 
we like to talk about a quick easy way 
to do some particularly arduous task. 
There are a lot of chores to do on a 
farm and one thing that's bound to 
get the farmers interested is in a 
quicker way to do something with less 
trouble for him. He knows that in the 
long run such conditions beyond his 
control as weather, market prices are 
going to have a major effect upon the 
profit he makes, so he isn't too greatly 
impressed frequently by strong claims 
of the profit nature. When it conies to 
saving labor, that's something he 
knows he can do and he's all for any 
means of doing it. 

We had an example of this with the 
Gland-O-lac Co. two years ago. One of 
our best selling products was an anti- 
septic for poultry drinking water. For 



years we had advertised the product 
on the basis of the fact that it cured 
bacteria in drinking water and thereby 
prevented the spread of disease to nn 
entire llock of baby (hicks. It jn«t 
happened that it was detergent as well 
as an antiseptic anil that as an uninten- 
tional by-product of its use drinking 
water fountains were easier to keep 
clean. 

Two years ago we almost entirely 
dropped the bacteria-killing-ability of 
the product in our advertising and 
stressed the fact that use of the product 
saved time for the poultry raiser. She 
didn't have to scrub or worry about 
it; she could merely use Fungol, whi.-h 
the water around when she was ready 
to change the water and throw it out. 
I he slime and the scum that normally 
formed wouldn't be there and she 
could save several hours of work. This 
change in approach we feel was almost 
entirely responsible for a very con- 
siderable increase in sales that year. 
Actually the sales increase was better 
than 307c. 



What do you think of farm 



television programing? 



Frankly, I don't feel that much 
of the so-called farm programing on 
television has been too successful to 
date with some exceptions. I think 
there are two reasons for this. First, 
most television farm programing is not 
basically an improvement on radio. 
Another important factor has been 
the reluctance of farm advertisers to 
go into the television field. 

It's my belief that until television 
devises an effective format and method 
of handling farm programing it's not 
going to become successful. We feel 
strongly that the farmer, like his city 
cousin, is listening to radio in the day- 
time and watching television at night. 
We feel the farmer still depends upon 
radio to bring him such things as 
market reports weather, news, farm 
commentary and interviews. The type 
of program that has been known as 
farm radio for many years. 

On the other hand, for entertainment 
the farmer relies on nighttime tele- 
vision. My thinking on this subject is 
exemplified by the present schedule of 
the Staley Milling Co. Staley has been 
on farm radio for many, many years 
during the early morning and noon 
period. For most of that period we 
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FARMERS' MARKET 

Wathington State is an agricul- 
tural state, and any map will show 
you that KPQ, Wenatchee, is 
located in the very heart of this 
diversified farm area. 

Right now KPQ is 
serving one of the richest farm 
areas in the nation (check any pro- 
duction reports). 
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Each day new farms are being de- 
veloped. Eventually, 1,000,000 
new acres of irrigated farm 
lands will fill the famous Colum- 
bia Basin .... all within easy 
range of 5000 watt KPQ, ABC- 
NBC. Located in the Apple Cap- 
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For/oe and Co., Incorporated 
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Stations of Washington State) 




have bought farm programs, markets, 
weather, news, farm commentary. We 
are continuing with daytime farm pro- 
graming on radio. However, we have 
added nighttime television to our 
schedule and we are now sponsoring 
a half-hour film show Mayor of the 
Town with Thomas Mitchell on 15 
stations. 

Today we think that both the night 
television show and the daytime radio 
are doing an excellent job for us. One 
of the reasons that we feel that Mayor 
of the Town has been so successful 
as a television vehicle for us lies in 
the close integration of the commercials 
with the program content. Thomas 
Mitchell, the star of the show, appears 
in each commercial, usually with other 
members of the program cast. The 
commercials are made on the same sets 
that were used to film the program 
itself. Consequently it's rather difficult 
to tell when you leave the program and 
enter a commercial. Usually it sneaks 
up on you; your first indication that 
you're listening to a commercial is 
when the name of a Staley product is 
mentioned. 



I Do you think there is room for 

improvement in farm radio program- 
inn;? 



A. 

1 do think there is room for 
improvement. I feel that many farm 
radio stations and farm radio directors 
do an outstanding job of programing, 
but I also feel that there is another, 
perhaps smaller, group that has tre- 
mendous room for improvement. For 
one thing I think that too many farm 
radio directors feel that their job is to 
educate the farmer. As a result, too of- 
ten their programs get prosy and dull. 

I think the first requisite of any 
farm program should be simply that 
it is interesting. For example, I think 
it's extremely important for a farm 
radio director to get out in the country, 
j meet his audience, attend meetings 
make as many acquaintances among 
the farm population as he possibly can. 
Most good farm directors are doing 
that now and most of those are doing 



an execellent job. 



What is the economic outlook 

among farmers? We hear of declining 
farm income, does that mean the 



No, the farmer is still a good 
market. In fact, he represents an 
enormous market. However, the farmer 
for the past few years has been 
squeezed between constantly declining 
prices for the products he sells and 
constant increases for the merchandise 
he buys. As a result he hasn't had as 
much money to spend during the last 
few years. I think the general farm 
conditions have hit the bottom and are 
perhaps on the upgrade. At least I 
look for a better farm year in general 
in 1956 than in 1955. However, don't 
let anybody tell you that the farmer 
is broke or that he is going out of 
business. Neither statement is true. Bui 
at the same time let's admit that he's 
a little short of money. 



What could air media do to 

provide the farm advertiser with better 
facts on the media? 



A. 

Solid reliable facts on audi- 
ences have always been extremely 
difficult to obtain. I personally feel 
that concrete examples of farm ser- 
vice, success stories from farm adver- 
tisers and other examples of station 
influence are more valuable selling 
tools for the station, however, than 
mere statistics. 

One type of statistic that I would 
like to see is some kind of figure on 
radio set ownership on farms. For 
example, whether there is one radio, 
two radios or three radios in the aver- 
age farm home. I have a suspicion that 
the farmer has been buying bedroom 
clock radios just as fast as the city 
dweller has these last few years, and 
I think that he's got a radio in several 
different rooms in his house. I've also 
been told that there are radio sets 
installed on a great many tractors in 
the state of Iowa. Personally, I've 
never seen one, but they may be there. 
I'd like somebody to find out if they 
actually are. I've also heard lots of 
talk about radio sets in barns and other 



c farm outbuildings. I'd like to see some 
sort of investigation made on that 
situation, too. 



What else do you want from 



• farmer is no longer a good market? air media? 
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A. 



Naturally, IM like to have 
more choice mailabililie**. However, I 
tlii nk. the only way you get more choice 
availabilities is to get more good farm 
station.*, on the air. That'* one tiling 
I'd he very happy to see. I think there's 
a place for a great main more good 
farm .stations than we have today. 
Those remarks were directed toward 
radio, of course. In television I'd like 
to see stations cast a little more friendly 
eve toward spot film programing. 
There's a great demand for regional 
advertisers for good time for spot film 
shows. Too often (at least it seems so 
to me) the station seems to be extra- 
ordinarily vvarv of spotting a film 
show in a good time segment. 



I // hat s the effect of television 
on farm ratiio. in your opinion? 



A. 

rrankh. I don't think that 

television has had any great effect upon 
farm radio. For some other types of 
programing, radio went away for 
awhile and is now coming back. Farm 
radio has been with us all the time. I 



personallv feel that farmers are listen- 
ing to radio, farm railio and by farm 
radio I mean daft inn* radio as nnirh 
lodav as thev ever did. possibly more. 
I also feel that on the farm, as in the 
eih, the radio has moved from the 
living room and into the kitchens, 
the bedrooms and other parts of the 
house. 1 think that most farms have 
television. I think the fanner is watch- 
ing television for entertainment at 
night and I think he's listening to radio 
for news and information ami music 
in the davtime. 



// the farmer today is going 
to he like the city dueller in his listen- 
habits, why use farm air media to 



ri'i 



ach h 



umr 



A. 

The answer to that is because 
the farmer has certain requirements 
from farm air media which the eity 
dweller does not have. The farmer is 
vitally interested in market reports, for 
example, lie wants to hear them daily, 
sometimes several times a day if he 
has stock himself. The regular pro- 
graming doesn't give him that. The 



farmer is who a great deal more inter- 
ested in certain farm questions; crop 
conditions ami farm legislation are 
examples of that which doesn't appeal 
to the average citv listener. Conse- 
quently, the farmer is inclined to listen 
to his <j\s ii farm railio station in prefer- 
ence to a metropolitan radio siation. 
However. I will admit this-. | think 
in some cases the farmer is tuning in a 
farm station to gel markets ami other 
specific farm programs and in between 
times fie mav be listening to a citv 
nnisic-aiid-new s station to i>p| music, 
I he reason I say this is because I feel 
that if (he average farm radio station 
has a weakness it's (he lack of music, 
loo much talk. 



// hat do you think of the farm 
directors' clinics that have been held 
recently? 



A. 

I only attended one of these in 

Chicago about a year ago when I 
appeared on the program. I think that 
the clinic, judging by the one that I 
saw, is an excellent thing. It gives the 
farm directors a chance to get together 





I DON'T LISTEN TO WBAM 
BUT MY OWNER DOES 



WBAM is the definitive agricultural medium for its 
four-state Montgomery market. Here are just a few 
of the reasons. 



5:55 a.m. LIVESTOCK LISTEMNG POST. 
A knowledgable editing of cattle, sheep & poultry 
news from United Press. Extension Service re- 
lease- and other local sources. Live from the 
WBAM newsroom Monday* through Fridays. 
Alabama weather only. 

6:00 til 7:00 a.m. Crawford Roquemore's 
SOUTHERN FARM & HOME HOUR direct 
from 587-acre Shenandoah Farms 15 miles vve«t 
of Montgomery in cotton, peanuts, egg factory, 
hogs, cattle and truck farming. Markets, music, 
general and farm news, humor and frequent out- 
standing breakfast guests. Detailed weather. 
Mondays through Saturdays. Biggest city audi- 
ence at 6:13 in Conlan, April 1955. 

11:45 til noon CAPITAL STOCKYARDS 



BROADCAST direct from sales arena of largest 
livestock auction market in Southeast. Noontime 
weather roundup. Mondays through Fridays. 
Biggest city audience in Conlan, April 1955. 

12:30 til 12:45 p.m. UNION STOCK 
YARDS BROADCAST direct from receiving pens 
of largest and only terminal livestock market in 
Southeast. Weather included. Mondays through 
Fridays. Biggest citv audience in Conlan, April 
1933. 

1:00 p.m. Thursdays only. DEM0P0- 
LIS STOCKYARDS BROADCAST direct from 
salt-s arena of the market in Demopolis Ala. 

1:00 p.m. Fridays only. E U T A W 

STOCKYARDS BROADCAST direct from sales 
arena in Eutaw (Green County), Ala. 



Our Farm Ctrl in New York is Peg Stone. 
Our Farm Hand in Chicago is Ed Nicker 
Both arc in your phone book under Radio-TV Reps, Incorporated. 

Or call Ira Lestie. 6-2924 coltect. Birmingham. 



^3* 



•I'xrrpt >hrn I'm near ihr barn, 
ihr farmhou.*«\ thr irartor vith the 
radio on it. thr portable o»rr hr 
thr pond, or thr pirkop trurk . 
Thrn I can't help hearing lho*r 
50,000 wttt*. 
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and compare notes on what they're 
doing in the various areas; it affords 
agencies' crcathe people a chance to 
talk to the farm director who is, after 
all, the man in closest contact with the 
farmer. I think possibly they've also 
helped to open the eyes of station man- 

******** 

*'I believe with deep conviction that 
AM has ways and means of microphon- 
ing any program idea as well as tv can 
screen it. Techniques have already hern 
found that will make possible the 
broadcasting and popular acceptance of 
any sound idea that may occur to a 
program manager." 

CARL HAVERLIN 
President 
Broadcast Music, Inc. 

******** 

agement to the importance of good 
farm programing in some cases. I 
think it's a very fine thing. I know that 
I certainly enjoyed the contacts I made 
at the clinic that I attended. I had an 
opportunity to talk to a number of 
people whom I had known by reputa- 
tion for many years and a chance to 
compare my views with some other 
individuals in the same line of work. 

★ * ★ 




Form Facts in WREX-TV Land 

Farms with TV sets 44,697 

Farm population 1 67,366 

Gross Farm Income 

(1954) $622,927,000 

WREX-TV serves over 44,697 
farm homes almost wholly de- 
pendent on Chonnel 1 3 far 
gaad signal service and rural 
coverage af market informa- 
tion and farm news. 
WREX — supreme in this rich 
agricultural area — now TELE- 
CASTING IN-COLOR. 

WREX-TV ri.am.el 13 

CBS-ABC AFFILIATIONS 

represented^ 

h-R TSLEVISIONllMCir 

ROCKFORD* ILLINOIS 



ARE ADMEN PROVINCIAL? 

(Continued from page 44) 

of advertisers who are getting results 
from this immense amount of farm 
service and entertainment on the air. 

Heading the list in sponsor's survey 
are advertisers who have something to 
sell to farmers as farmers. The list in- 
cludes seed, feed for cattle, hogs and 
poultry; fencing, crop and soil insecti- 
cides, mechanized farm equipment, 
vaccines and biologies for farm ani- 
mals, barn and silo contractors, auc- 
tions and fairs, breeders, etc. 

These include firms of all sizes — the 
big automotive and chemical businesses 
like Ford and du Pont, as well as the 
local feed store, the manufacturer as 
well as the distributor. 

On another level are the local retail 
and service firms, most of whose busi- 
ness comes from farmers in their areas. 
These include banks, drug stores, groc- 
eries, building material dealers, appli- 
ance shops and the like. 

Paradoxically, while the manufactur- 
ers they buy from often by-pass selec- 
tive farm programing on radio and tv 
the local dealers who sell consumer 
goods beam their messages directly to 
the farmer. And there are cases where 
manufacturers who sell both special- 
ized farm products and consumer prod- 
ucts use farm programing for both. 

Why the paradox? Aren't consumer 
goods advertisers interested in the 
farmer? 

Obviously, they are. This seeming 
paradox boils down to the question of 
what the best way is to reach the farm- 
er. So. SPONSOR sought the views of 
admen on the subject, got the frank 
appraisal of those who feel farm air 
shows are not essential, as well as 
those who say that, sooner or later, 
the consumer advertiser will have to 
change his tune. 

Nobody says that farm programing 
isn't effective. It is generally agreed 
that farm radio is firmly established 
and has air salesmen of high repute 
and programs with loyal listening. It 
is also generally agreed that while 
farm tv is not as highly developed as 
farm radio and doesn't reach out as 
far it is well on its way to becoming 
established. And no one denies that 
farm air media can sell goods effective- 
ly and efficiently. 

The main reason advertisers of non- 
farm products don't try to reach the 
farmer with programing aimed spe- 
cifically at him, admen say, is that 



these advertisers feel their other air 
advertising is able to reach him. 

The answer given by the pro-farm 
advocates is this: 

Selective programing, such as farm 
service shows, has an impact on the 
listener and viewer that can't be mea- 
sured with cost-per-1,000 figures. The 
farmer listens intently to market and 
weather reports, to tips on farming, to 
farm - slanted entertainment. Conse- 
quently, he is more receptive to com* 
mercials. 

Futhermore, the popularity of many 
farm shows is such that they are good 
cost-per-1,000 buys. One radio farm 
director reported that after he had 
taken the word "farm" out of the title 
of his show he began getting national 
brand accounts who bought the show 
basically because it was a good pur- 
chase for any kind of audience. 

This shows, say the proponents of 
farm radio, one of two things: Either 
the agency isn't really familiar with 
farm programing and the impact it 
has or has some kind of bias against 
it, probably the former. 

Farm radio and tv is something that 
can't be understood from an office 
overlooking Madison Avenue, the farm 
programing boosters maintain. The 
only way to understand what impact it 
has is to go on the road, talk to station 
farm directors and the farmers who 
listen to and view farm shows. 

To come right down to it, this group 
argues, the big city adman is isolated 
and, in his own way, provincial. While 
he may pay lip service to farm pro- 
graming's effectiveness, deep inside hei 
can't understand how farm people re- 
act to shows that reflect their interests. 

Another plus cited for farm air ad- 
vertising is that farm audiences pre- 
sent an excellent target because the tar- 
get is so well defined. By that they 
mean the audience is not a mixture of 
people with different economic inter^ 
ests and backgrounds. The farm- 
slanted commercial can be more spe- 
cific in its tone and appeal, hence has 
a chance of being more effective. With 
mass audiences, which represent a con- 
glomeration of types, the commercial 
must hew to a line which cannot ham- 
mer on a potentially effective angle 
because it may alienate certain groups. 

In other words, says the pro-farm 
group, the mass-minded manufactur- 
er, who had so much success in selling 
to the mass, has lost sight of the fact 
that the mass is actually a conglomer- 
ate of different markets, each of which 
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should hi* hit with a different sales 
angle or appeal. 

The c'lTrcieney of mass selling of 
mass-produced products was central to 
the discussions SPONSUK held with ad- 
men. One of those oriented toward the 
mass-selling school said the. problem 
could he reduced to the following: 

"We know that our mass market is 
composed of man) smaller groups*. 
You could almost sav there are as 
many different kinds of appeals as 
there are people. But it is prohibitively 
expensive to match each customer w ith 
a tailor-made sales message." 

A tiniebiuing executive put it in a 
slightly different way: "There ha\e 
been plenlv of times when we've want- 

• •Through continuing research, the 
fniuity of tho«ie new iinilrrinl* (elec- 
tronically active solids — within which 
the nrliou of the electron may he con- 
trolled with unprecedented precision 
and efficiency) is steadily growing. One 
after another, new substances are hcing 
created to perform not only the tasks 
which were previously performed with 
conventional materials, hut also totally 
new functions which have never he fore 
been possihlc of attainment. Our elec- 
tronic science is rapidly overcoming the 
physical limitations imposed hy the 
materials with which today's electronic 
svsloms have heen created.?? 

I)R. E. \V. ENC.STROM 
Executive Vice President 
Research and Engineering 
RCA 

* 

ed to go out and buy good farm shows. 
But we were faced with the fact that we 
just didn't have enough money. If all 
our clients bad all the money they 
wanted for advertising, they would cer- 
tainly all buy farm programs." 

Actually, as sponsor's survey showed, 
a number of important national manu- 
facturers, including such blue chip ac- 
counts as General Foods and R. J. 
Reynolds, buy farm programing. As 
a rule these buys do not involve a 
general policy of seeking farm pro- 
gram availabilities. They are usuallv 
hiade to meet specific problems for 
specific brands in specific markets. 
They may back up an extra sales push 
or fill in holes because a certain station 
is not reaching certain areas. 

On occasion a certain economic 
group is aimed at. Armstrong, which 
sells low-priced Quaker Rugs all over 
the country, finds that farm radio in ' 
the South can reach low-income 
families. 

Farm broadcasters feel that certain I 
consumer products have better poten- 
tial in rural than in urban areas — | 



products for baking, for example, be- 
cause farm women an* further away 
horn shopping and, hence, don't shop 
ns often. Home freezers, for the same 
reason. (A recent Department of Agri- 
culture report covering 27 states 
showed that number of home freezers 
in farm homes has gone up bhVJ in 
five years.) 

While farm broadcasters ha\e faith 
in the future of farm air advertising 
there are no recent trends indicating 
an increased interest among consumer 
advertisers. One reason cited by agen- 
cies is their feeling there are not 
enough top-rate farm shows to [lick 
from. The good ones, admen say, arc 
sold out. If lhej add farm shows to 
their mass advertising, the agencies go 
on, they want bu\s that are compara- 
ble to it. 

One of the reasons Ralston Purina 
is canceling its localized farm sen ice 
radio advertising (though it is contin- 
uing to spend around SI million for 
co-op farm radio) is, according to 
Maury Malin, Purina's Chow advertis- 
ing manager, that "we have been un- 
able to find enough good farm radio 
programs (unsponsored ) to give uni- 
form advertising support to all of our 
dealers." 



I Strict!) speaking, I'urina is riot 
pulling out of farm air advertising, 
however. It has bought a farm appeal 
network tv show. Grand Ole 0[>rY, 
which is scheduled on an even -fourth- 
week basis on ABC IV Saturday 
nights. Malin also said that Purina 
"has found farm service radio to be 
our most effective local medium." | 

While some advertisers are pointing 
their fingers at the. farm programing 
problem, the active farm advertisers 
and the farm stations turn to the other 
side of the picture: the high esteem in 
which station farm directors are held 
by air audiences and the undoubted 
effectiveness their own programing 
has. The professionalism acquired by 
station farm directors through long ex- 
perience is highlighted by the existence 
of the National Association of Tele- 
vision and Radio Farm Directors, it is 
pointed out bv farm air booster'-. 

Among the stories in .sponsor's 10.").") 
farm issue is one on the multi-faceted 
activities of the farm director as te* h- 
nical guide, counselor, entertainer, pro- 
gram executive. Other stories cover 
results of farm radio and tv selling and 
recorded interviews with a prominent 

bu)er and seller of farm broadcasting. 

* * * 
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NEBRASKA IS BIG 

Farming is Nebraska's 
BIGGEST Business 

FARM RADIO 

OUR BIG BUSINESS 

FOR 33 YEARS 



1000 

WATTS 
ON 

7 
8 
0 

K.C, 



"1 NEBRASKA \ 

L_ — , — _ — — — 3 



NORFOLK in NEBRASKA 

WRITE, WIRE or CALL 

432 

or see The WALKER CO. 
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PEOPLE 

PEOPLE 

Vt° ?Vt MORE 

PEOPLE 

KGVO-TV 

Missoula, Montana 

serves the most 
populous area in 
Montana 

MAGNIFY YOUR SALES 

IN T HIS STABL E $140,000,000.00 

MARKET 



KGVO- 



TV 



MISSOULA 

. MONTANA 



University City 
• 

Rich Lumbering and 
Agricultural Area 



167 Mountainous Mijes from Spokane 



IN EVANSVILLE INDIANA 

WISE 

BUYERS 
CHOOSE 




The Answer To Tired Movies 

"The Nightcappers" 

MON. thru FRI. — 10:30-1 1 :30 P.M. 
— bright music with 

LOREN BLAKE'S BAND 
— Emcee JIM STEWART 

—Starring PETE DOOLEY 

Participating Spots Available 

Represented by 
MEEKER TV, INC. — ADAM YOUNG 

ST. LOUIS 





in 



HULL 




ID 









NOW OPERATING 
WEOA— CBS RADIO 




William K. ftobitisoti, president of Coca-Cola,- 
made the biggest news about an agency change 
in years with the announcement that Coca-Cola 
will switch from D'Arcy to McCann-Erickson by 
the end of next March. D'Arcy had placed 
Coca-Cola advertising for the national company 
as well as many of its bottlers for nearly five 
decades. McCann-Erickson had been Coke's agency 
tor overseas advertising. (On day before switch 
became known officially Coke radio commercials 
created by D'Arcy won award from RAB as among 
most effective of year. See page 40.) Coke 
billings are estimated at $15,000,000. 



Churles IV. Tenii€int Jr. becomes director of 
advertising for Miles Laboratories Inc., filling a 
newly created position. Before joining Miles he 
was creative director of Geoffrey Wade Adver- 
tising, which, as agency for the company, handles 
its heavy network and spot tv schedule. Tennant 
entered the advertising field in 1937 with the Aurora 
Beacon News, switched to a Chicago ad agency 
in 1940 and has been in advertising since then 
except for wartime service as a bomber pilot. 
He had been with Wade since 1950. 



Robert R. IS'ewell, vice president in charge of 
creative production and chairman of the Operations 
Committee, Cunningham & Walsh Inc., New York; 
has been named executive vice president of the 
agency. Newell has been with the company 23 
years: he joined it in 1932 when it was the 
Newell-Emmett Co. to work on the Liggett & 
Myers tobacco account. Since then he has directed 
the agency's creative activity on various accounts, 
currently serves in an executive capacity on Lentheric, 
Sunshine Biscuits, Eversharp-Schick, Smith-Corona. 



A. C. Nielsen made news this month, particu- 
larly among researchers anxious for tv set coverage 
and set data, with announcement of plans to 
proceed with a 1956 Nielsen Coverage Service study. 
The Nielsen project, which will provide the in- 
dustry with the first coverage data since 1952 
when there were studies by both NCS and SAMS, 
will include both radio and television. Pre- 
viously the NARTB had stated that its own coverage 
and set count study for television would not be 
out until some time in 1957 (->po\>or, 17 October). 
\ARTB project is now undergoing lengthy tests. 
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the Politz 
Radio Study 
Proves . . . 



People — fo whom all sales are 
made — are aware of the differ- 
ences between RADIO stations 
and 

People in WGYIand prefer WGY 
3 to 1 over all other Radio sta- 
tions in the area* 





a General Electric Station , . . Schenectady, N. Y. 

Represented Nationally by Henry I. Christal Co. 
New York, Boston, Chicago, Detroit, San Francisco 



*For complete iaformotion on the Politz Survey in WGYIand write WGY Sales Dept. 



or any Henry I. Christal office. 
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THE QUAD-CITIES 

Rock Island • Moliner ® East 
Moline, III. • Davenport, la, 

NOW 
1/4 MILLION 
PEOPLE 

According to Sales Management's 
Survey of Buying Power (May 10, 
1955) the Quad-Cities now have 
250,200 people with an Effective 
Buying Income of $5843 per family 
or $1794 per capita. Cover this good 
450 million dollar market with WHBF 
radio or TV — the Quad-Cities' favor- 
ites. 
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TEIC0 BUILDING, ROCK ISLAND, ILLINOIS 

Represented by Avery- Knodel, Inc. 



ROCHESTER 



N.Y. 




WVET-RADIO 

Exclusive announcement over WVF.T- 
Radio of the strike settlement at a large 
Rochester industrial plant at 6:15 A.M. 
made possible normal u Ork attendance 
that Monday morning. This "Town 
Crier" result proies again that WVET- 
Radio is ALL-POWERFUL for getting 
your client's message across to the public 
just as we sat ed the day for the plant. 

5000 WATTS 
280 KC 




•6.15 O'CIOCK 
AND AU'S 
WEU!" 
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ABC 



IN ROCHESTER, N. Y. 



Represented Nationally by 
THE BOILING COMPANY 



ADVERTISERS' INDEX 

imm , in i iiiiiiiiiiiiiiiiuiiiiiniiiiiiiii iiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiu 



ABC Radio Network 

Air Trails Group 

A. T. & T. . 

John Blair & Co. 

Broadcast Music Inc. . 

CBS-TV Network 

<"rosley Broadcasting __ 
Free & Peters 
Keystone Broadcasting 
Don Lee Broadcasting 
lender Stations 



71 
94 
91 
102 
140 



10-11 

.96, 100, 140 
—16-17 

_ 114 

84 

131 

McCIatchy Broadcasting 27 

Mid-Continent Croup ._ __- 18 

NBC TV Network 22-23 

John Pearson & Co. 117 

Petry TV 57 

Raeburn Studios ... G2 

RCA Engineering r 14 



Salesmen Unlimited 
Sarra, Inc. 
Sponsor . 

Sponsor Services . 
Stars National . ... 
Steinman Stations 
Young & Ruhicam 



90 
63 
. 141 
72-73 
G7 
3 

— 25 
... 78 



24 

133 

_ 131 

125 

75 

142 

127 

30 

13 S 

142 

94 

Minn. 131 
121 



KANV, Shreveport . .. 
KBIC, Hollywood .. 
KBIS. Bakersfleld, Cal. 
KCBS. San Francisco ._ 
KDMA, Montevideo, Minn. 

KFAB, Omaha 

KFMB-TV, San Diego 

KFRC. San Francisco 
KFYR, Bismarck, N. I). .. 
KGUL-TV, Oalveston . ... 
KGVO, Missoula. Mont. 
KHJ. Los Angeles 
KKTV, Pueblo, Colo. 
KLGR, Redwood Falls, 
KM A, Shenandoah, Iowa 

KMBC-TV, Kansas City _. BC 

KMHLi, Marshall, Minn 131 

KMPC, Los Angeles . 93 

KPIX, San Francisco 83 

KPQ, Wenatchee, Wash. 134 

KPRC-TV, Houston 8 

KRIZ, Phoenix _ ; 94, 98 

KRON-TV, San Francisco _ 87 

KSDO, San Diego 9 

KSTN, Stockton, Cal. 96 

KSTP-TV, Minneapolis 61 

KTHS, Little Rock 5 

KTOE, Mankato, Minn. _ 131 

KTRH, Houston 130 

KTVO, Ottumwa, Iowa . 52-53 

KWKW, Pasadena 88 

KWLM, Willmar, Minn. 131 



WAFB-TV, Baton Rouge . 
WAPI-WABT, Birmingham 

WAVE-TV, Louisville 

WBAM, Montgomery 

WBAP, Fort Worth 

WBAY-TV, Green Bay 

WBEN-TV, Buffalo 

WBNS, Columbus, Ohio 

WCAU, Philadelphia 

WCBS-TV ... 

WCHS-TV, Charleston, W. 

WCUE, Akron 

Fargo 

Roanoke, Va. 

Memphis 

Atlanta 

Boston 

Henderson, Ky. 
Greenville, S. C. 



Va. 



WHAT 
WDBJ, 
WDIA, 
WEAS, 

WEEI, Boston .. 26, 

WEHT-TV 
WFBC-TV, 
WFBL, Syracuse 

WFMY-TV, Greensboro. N. C. 

WGTO, Haines City, Fla. _ 

WGY, Schenectady . 
WHBF, Rock Island, 111. 

WHO, Des Moines 

WHTN-TV, Huntington, W. Va. 

WILK-TV, Wilkes-Barre 

WISH-TV, Indianapolis 



. 12 
_ 68 

- 55 
.. 135 
_ 107 
_ 129 

- 59 

- 15 
101 

28-29 

- 77 
. 90 
. 109 

- 92 
_ 95 

67 
88 
138 
76 
65 
79 
69 
139 
140 
21 
96 
100 
13 



WJAG, Norfolk, Nebr 137 



WJHP, Jacksonville, Fla. 
WKJG-TV, Fort Wayne, Ind. 

WKY-TV, Oklahoma City 

WLAC-TV, Nashville 

WLAP, Lexington, Ky. 

WLS, Chicago _ 

WMAR-TV, Baltimore 

WMT, Cedar Rapids 

WNAX, Yankton, S. D 

WNHC-TV, New Haven 



98 
132 
119 

89 
128 
122 

7S 

81 
111 

66 



WOW, Omaha IBC 

WOWO, Fort Wayne 113 

WPEN, Philadelphia 7 

WREN, Topeka S6 

WREX-TV, Roekford, 111 13 6 

WRFD, Worthington, Ohio 105 

WSFA-TV Montgomery 64 

WSJS-TV, Winston-Salem 80 

WSOK, Nashville 92 



WSPD, Toledo 
WTOP, Washington ... 
WTRF-TV, Wheeling .. 
WTVR, Richmond 
WVET, Rochester, N. Y. 
WWDC, Washington . 

WWJ, Detroit 

WXEX-TV, Richmond 



52 
. 56 
85 
IFC 
140 
97 
. 99 
- FC 



BMI 



"ACCORDING 
TO THE 
RECORD" 

Continuities lor December 

A daily almanac « . • 
each a fivc-niinute pro- 
gram packed with infor- 
mation ahout the impor- 
tant happenings through- 
out the world. 

December's "According 
to the Record" includes 
stories ahout Christmas 
Dav, New Year's Eve, The 
Legend of Kit Carson and 
other significant and ciitcr- 
taining highlights and 
sidelights of the years past. 

BMI's "According to the 
Record" package contains 
a full month's supply of 
continuities . , . . • Highly 
commercial . . . Now in its 
11th successful year. 



BROADCAST MUSIC, INC. 

NEW YORK • CHICAGO • HOLLYWOOD 
TORONTO • MONTREAL 





Who 

offers 

the 

only 

broadcast 
"CAP"? 



See Sponsor, 
November 14 
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low to keep from getting lost 
in NEW YORK and CHICAGO 



Ever wonder whether Leo Rurnetl 
was on North Michigan or South W acker? Ever 
worry as you pulled out of Grand Central Station 
how many important calls you forgot during your 
three days in New York? It happens to the 
best of us, at the ivorst times. 

Next time you re in New York or Chicago make 
every minute and call count by using SPONSOR'S 1955 
pocket-size, 16-page booklet titled "Radio and TV 
Directory of New York and Chicago." Here you 11 
find names and addresses, by categories, of key 
advertisers, agencies, stations, networks, neivs 
services, representatives, TV film services, music and 
transcription services, research firms, hotels, 

airlines and railroads. 

We'll be glad to send you a Radio and TV Directory 
on request — with the compliments of SPONSOR. 

P.S. — Don't forget to call on us 
next time you're in town. 



SPONSOR 





ft Agencies 
ft Air Lines and Railroad* 
•if Associations 

* Hotels 

ft Networks 
ft Researchers 
•ft Representatives 

* Services 
•ft Stations 
■ft TV Film Sources 



THE MAGAZINE RADIO AND TV A D VER TISERS USE 



>EW \ ORK 17 — 40 E. 49th • ML'rrav Mill 8-2772 
CHICAGO — Ifil F C.rand • Superior 7 -9S6S 
DALI_AS — 511 S. Alard • STerling $391 
LOS ASCET.ES — 6087 Sututt • Hollywood 4-8089 



So what if he has 
a high average? 

He'll win no pennants 
for YOU if he's 
not available 



.400 hitter , * . ? Sure, but it's the player you can buy 
that you build your team around. Babe Ruth never 
hit a homer for the Cubs and Lefty Grove won 
no games for the White Sox. In radio, as in baseball,, 
it's the rating you can buy . »«. not the one the other 
fellow has , . . that counts. 

And KHJ Los Angeles and KFRC San Francisco have 
consistent heavy hitters, with specific ratings, 
available to you. 

Compare the complete coverage, intense penetration 
and low single day and night rates of these two 
key Don Lee stations, with any other stations . . . or 
for that matter, any other media. 

Go for extra bases in two of the nation's richest 
markets „ . . with programs, participations or spots on 
KHJ Los Angeles and KFRC San Francisco. 




^presented Nationally 

by H - R REPRESENTATIVES, INC. 
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f jrm air media 
paradox 



NCS #2 may bo 
less costly 



Spot carrier 
battle renewed 



Premiere of 
'Weekday" nears 



"Monltor"-type 
shows go local 



Who's afraid 
Of politics? 



m:i»oi(T 10 sro\soits tor :ti mioinr imr* 

(Continue*/ I'nim f»t*«rrf 2) 

SPONSOR survey of stations with farm programing shows consumer 
products are frequontly advertised on farm service shows by local 
dealers but rarely from national level. Retailers ore familiar with 
farm programing impact, say farm air media specialists, where national 
admen frequently don't understand what farm directors can accomplish. 
(See farm section this issue starting page 43.) 

-SR- 

Proposed NCS #2, which will be first tv coverage study since freeze 
and first radio coverage study in 4 years, may be less costly to 
subscribers than NCS #1. Extensive personal interviewing used in 
NCS #1 may be replaced with smaller interview sample but with addi- 
tional quality controls, such as Audimeter. Nielsen can also use 
data from NSI, now in 22 markets, to get final NCS #2 figures. One 
reason Nielsen is seeking less costly method is more stations, more 
people than ever must be surveyed. 

-SR- 

Network-rep battle over spot carriers flared up again in wake of 
speech by NBC's executive vice president, Robert Sarnoff, before 
4-A's Eastern confab in New York City. Sarnoff said opposition to 
flexible sales plans, such as "Monitor," was "short-sighted," added 
that "everybody in the radio business ought to be concentrating on 
getting more total nourishment for medium, instead of fighting over 
diminished scraps." SRA President Adam J. Young answered that Sar- 
noff was evading issue, said reps do not object to "Monitor" pro- 
graming as such but to web per-station rates which come out to small 
fraction of national spot rates. 

-SR- 

Helping keep spot carrier battle alive, too, is premiere of NBC 
Radio's "Weekday" 7 November. This Monday-through-Friday, 8-hour 
daytime program service involves first extensive use of spot carriers 
during weekday daytime, has evoked fear of some stations, reps they 
will lose more business to webs. Admen, however, are more interested 
in how "Weekday" programing will pan out, have noted that there 
will be more set scheduling of segments than in "Monitor." "Weekday" 
is like "Monitor" in sale of one-minute, 30-second and 6-second com- 
mercials plus special low-price introductory offer. 

-SR- 

"Monitor" concept of programing has caught on at local station level. 
Among most ambitious adaptations is "The World Now," which kicks off 
at WLW, Cincinnati, 6 November. Premiere will feature several NBC 
stars and will be fed to "Monitor." Show will have "Communications 
Center" a-la-"Monitor , " which will be staffed around the clock. 
Tied in with new programing concept is WLW's Certified Audience Plan 
(CAP) which guarantees advertisers that cost-per-1, 000 homes, 
based on Nielsen data, will not exceed $1. Minimum number of par- 
ticipations per week is 3, but station, in unusual move, also puts 
ceiling on buy: 15 per week. 

-SR- 

Trade stories to effect that Pontiac cancellation of CBS TV's "See 
It Now" and NBC TV's "Project 20" was connected with domestic and 
international politics have been labeled "hogwash" by agency, 
MacManus, John & Adams. Official reason given for axing was 
"budgetary misunderstanding" but behind-scenes talk is that internal 
personality hassle on client-agency side was behind it. Agency, 
meanwhile, is shopping around for one-shots. 
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Hollywood's "free tv" strategy 

Now that the Hollywood movie 
makers have hit on a strategy that 
harnesses television to the problem of 
picture exploitation they intend to 
work it for all its worth. 

The strategy consists mainly of what 
sponsor calls "the expanded trailer 
technique." Unlike the brief disjointed 
glimpses of a picture afforded in the 
old-fashioned trailer, the expanded 
trailer gives the television audience an 
entire scene or two. The pull is un- 
deniable. 

This strategy, and how it separates 
the air media from printed media with 
respect to a movie maker's ad appro- 
priation, is well documented in a 
Variety ad (four pages, no less) bally- 
hooing Paramount Pictures' "The 
Desperate Hours." In a heavily-budg- 
eted five-point plan referred to as its 
"modern marketing program" Para- 
mount specifies (lj spreads in Life 
and Look, "powerful ads" in Satur- 
day Evening Post and Collier s, and 
in 12 other national magazines; (2) 
an all-out "local press" cooperative 
campaign; (3) concentration on "all 
other media outside the national and 



local press with special emphasis on 
tv and radio promotion." The state- 
ment reads "Many important network 
program swill be utilized. This effort 
will be aggressively duplicated on the 
local level." 

It will be interesting to note whether 
Paramount pays for any of its net- 
work shots, whether any appreciable 
amount of its local money goes to tv 
and radio stations. The unwritten 
formula would indicate "no" — the idea 
is that Hollywood gets it for free. 

It appears that this "for free" 
strategy will be the norm as long as 
broadcasters permit. The follow-the- 
leader philosophy is a Hollywood 
standard, and from the movie maker's 
point of view "advertising in exchange 
for picture exploitation" makes sense. 

But it can't make sense for long. 
Broadcasters will not continue to give 
for free what printed media are paid 
handsomely to advertise. And Holly- 
wood needs tv and radio. These are 
the facts on which a more realistic 
policy must be forged. 

* * * 
Farm air paradox 

sponsor's fourth annual study of 
farm radio and television (see page 
43) uncovers this paradox: Automo- 
bile dealers, department stores, banks 
and many other local consumer busi- 
nesses make considerable use of farm 
radio and television programs. But 
the list of national consumer adver- 
tisers using farm programing is small. 

Why? 

We think it's because national adver- 
tisers haven't caught on to the extra 
impact they can attain in farming com- 
munities by teaming up with radio and 
television's farm directors. Too few- 
admen have seen at first hand the kind 
of stature a farm director acquires in 
Ins area. 



\pplu use 



Vitality insurance 

How does a business insure its 
vitality and grow with the rapidly 
changing times? We think it's through 
the kind of activity represented by the 
New York UTES Planning Committee 
which this year for the second time 
is conducting a series of seminars on 
timebuying and selling. 

For their work in organizing the 
new seminars, sponsor applauds the 
following members of the RTES plan- 



ning committee: Mary L. McKenna, 
WNEW, and Frank Pellegrin, H-R 
Representatives, co-chairman; Peter 
Bardach, Foote, Cone & Belding; Vera 
Brennan, Scheidler, Beck & Werner; 
Tom Buchanan, Joseph Hershey Mc- 
Gillvra; Robert Collins, The Pulse; 
Frank Coulter, Y&R; Gordon Gray, 
WOR WOR-TV; Jack Gross, American 
Research Bureau; John Hurlbut, Free 
& Peters; James Luce, JWT; Frank 
Silvernail, BBDO; Peggy Stone, Radio- 



We make this suggestion : Look up 
the farm director of a nearby station. 
Get to know the essential service he 
performs for his listeners or viewers. 
And read sponsor's farm section. 
There are extra dividends to be earned 
for those who realize that the best way 
to sell the farmer is through his friend 
— and fellow farmer — the farm direc- 
tor. 

* * * 

Tv set count progress 

Report #7: Since sponsor first be» 
gan this series of reports, activity in 
the field of tv set and circulation re- 
search has been mushrooming. With 
so much thought now being given to 
filling the gap. advertisers can look 
forward to real progress within the 
coming months. 

This is the way it looks. 

NARTB has indicated clearly that it 
will vigorously seek to perfect its Cawl 
method of measuring tv circulation 
with the target date for a first report 
to be some time in 1957. 

The American Research Foundation 
is studying methods of deriving coun- 
ty-by-county tv set data from Census 
figures in order to give the industrv 
interim reports on set growth during 
1956. 

A. C. Nielsen has announced defi* 
nite plans to go ahead with a study of 
both radio and television circulation 
in 1956. 

American Research Bureau has 
made no definite statement of its 
plans but it does have a project in the 
planning stage. 

All this activity reflects the great 
need for tv set and circulation facts 
which are up to date and reliable. It 
is also a sign that advertisers will get 
facts sooner than we had hoped when 



we began calling for action. 



★ ★ * 



Tv Representatives; Larry Webb, Sta- 
tion Representatives Association. 

How successful the work of the 
committee has been is apparent to 
sponsor from the many comments re- 
ceived after we published a 40,000- 
word edited compilation of last year's 
seminars under the title Timebuying 
Basics in our 11 July issue. (Time- 
buying Basics has now been published 
in book form by Sponsor Services Inc. 
— copies available at $2 each.) * * *' 
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4,200, 




LISTENERS 




RETAIL SALES 
growing bigger 
every year! 




r $ 4,175,580,000 



RETAIL SALES 



SPENDABLE INCOME 
growing bigger 
every year! 



ONLY RADIO WOW serve* this 
Big . • . Rich . . . Ready market! 

Gc , t i .camp i ljL'% n^ mrtfikL't rintn frgrft yortr 
John BT.n.i.r niffiri o:r wri'fif B1-I3 \V iwmiui. 
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' $ 5,700,000,000 

EFFECTIVE BUYING INCOME 



Frank P. Fogarty 

Vice President and General Manager 



MEREDITH STATIONS are m*i with Belter Homes illld dill * IIS »d Succfcsful Farming m^nes 
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ABC 



Channel 5 
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Here's why Kansas City 
is swinging to 

ON CHANNEL 9 

KMBC-TV 

Kansas City daytime television has gone "Big Time" in a big way! With a 
schedule that's tailored to the tastes of the stay-at-home audience, KMBC-TV 
has introduced fresh, daring new program ideas that have revitalized viewing 
and have made daylight hours more highly productive for advertisers. 

With this new format of daytime entertainment, KMBC has developed a 
versatile handling of commercials that answers every sponsor demand. Full 
sponsorship of sparkling station-produced shows or fine syndicated film 
shows; filmed minute-participations; live commercials; demonstrations; 
sampling; audience-participation testimonials; station-breaks; IDs — you 
name it, we'll deliver it! Ask your Free & Peters Colonel for the new 
schedules of Kansas City's most dynamic TV station. 



Free & Peters, Inc. 

Ex(hi)tve Kait'tflal Repretentaltre\ 



DON DAVIS, First Vice President 
JOHN SCHILLING, Vice Pres. & Gen. Mgr. 
GEORGE HIGGINS, Vice Pres. & Sales Mgr. 
MORI GREINER, Director of Television 
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